Volame CXVII Namber 23 


AUGUST 3, 1940 





EVERIT B. TERHUNE 
President 


Vice-Presidents 
ARTHUR D. ANDERSON 
H. WALTER SCOTT 
BERNARD C. BOWEN 
HUGH M. BOWEN 
GORDON SCOTT 


EDITORIAL STAFF 
ARTHUR D. ANDERSON, Editor 


RAYMOND L. FITZGERALD 
Managing Editor 


JOHN J. REILLY 
Art Director and Promotion Manager 


OWEN A. THOMAS, Associate Bditor 
140 Federal Street, Boston, Mass. 


HARRY R. TERHUNE, Field Editor 
201 Oceano Drive, Los Angeles, Calif. 


ELEANOR M. RUTLEDGE 
Fashion Editor 


RUTH HARRINGTON, Fashion Consultant 


HERBERT B. GOODRIDGE 
Make-Up Editor 


RAYMOND H. GOODRIDGE, News Editor 
JOHN F. W. ANDERSON, Research Editor 


L. W. MOFFETT, Washington Editor 
JAMES G. ELLIS, Associate 


Editorial and Executive Offices 
100 East 42nd Street 
New York, N. Y., U.S.A. 


Publication Office 


1061 National Press Bidg., Washington, D. C. 


Chestnut and 56th Sts.,Philadelphia,Pa.,U.S.A. 








© 


Owned and Published by 


CHILTON COMPANY 
Incorporated 


OFFICERS AND DIRECTORS 
Cc. A. MUSSELMAN, President 


JOS. S. HILDRETH, Vice-President 
GEORGE H. GRIFFITHS, Vice-President 
EVERIT B. TERHUNE, Vice-President 
J. H. VAN DEVENTER, Vice-President 
Cc. S. BAUR, Vice-President 
WILLIAM A. BARBER, Treasurer 
JOHN BLAIR MOFFETT, Secretary 
JULIAN CHASE 
THOMAS L. KANE 
G. C. BUZBY 
P. M. FAHRENDORF 
HARRY V. DUFFY 
CHARLES J. HEALE 





Chestnut and 56th Sts.,Philadelphia,Pa.,U.S.A. 
100 EB. 42nd St., New York, N. Y., U.S.A. 


Voice of the Trade 

Window Displays Should be Unusual and Attractive 
Every Season Has Its Overshoes 

Rugged Shoes for an Active Fall 

Accent On Accessories 

The Editor’s Outlook 

Shoes Take Cues From Children’s Ready-to-Wear 
Barrels of Shoes for War Refugees 

O.P.I. (Other People’s Ideas) 


Shoe News 


Copyright 1940 by Chilton Company (incorporated) 














ADVERTISING STAFF 


E. B. TERHUNE, JR., 100 East GORDON SCOTT, E. P. LING- 
42nd St., New York, N. Y. Tele- HAM, DONALD R. MacARTHUR, 
phone: Murray Hill 5-8600. 140 Federal St., Boston, Mass. 

Telephone: Liberty 4460. 


B. C. BOWEN, 209 S. State St., H. WALTER SCOTT, Chestnut & 
Chicago, Ill. Telephone: Wabash 56th Sts., Philadelphia, Pa. Tele- 
8058. phone: Sherwood 1424. 


HUGH M. BOWEN, 1627 Locust HARRY R. TERHUNE, 201 Oceano 
St., St. Louis, Mo. Telephone: Drive, Los Angeles, Calif. Tele- 
Garfield 3347. phone: W.L.A. 36270. 


Member, Audit Bureau of Circulations, Associated Business 

Papers. Published every Saturday. Yearly Subscription Price: 

United States and Possessions, Mexico and Cuba, $3.00; Canada, 
$3.50. Foreign, $10.00. Single copy 25 cents. 











BOOT anv SHOE RECORDER, August 3, 1940 


/ Beauty-— 


That will add extra Pairs 
to Your Fall Selling .. . 


The Charm of youthful beauty, so out- 
standing in Tweedies, truly reflects an 
asset quality which hundreds of Tweedie 
Dealers cherish, and one which you, too, 
can turn into extra pairs and extra profits. 
Tweedies really offer an outstanding 
opportunity to merchandisers of Style 
Footwear, who need a flexible mark-up 
... Tweedie Footwear Corporation, 


Jefferson City, Missouri. 


The “CORDO” 
Pattern No. 2795 
—Elasticized—a natural 
for beauty of line, and 
easy to fit. It’s a “wrap- 

up.” 


FOR YOUR CHOICE CUSTOMERS 





BOOT AND SHOE RECORDER 


YOU 
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WY HEN you arrive in New York, 
at the Grand Central Station, cross 
the street to the Pershing Square 
Building, 100 East 42nd Street, and 
pay a visit on the new offices of the 
Boot AnD SHOE Recorper. Then, 
if, you want to check styles worn by 
business men and women, stand at 
our corner window and look at the 


: NG 
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passing throngs—walking te and 
fro the greatest railroad station, 
in point of traffic, on the face of the 
globe. 

While you are looking out the 
window, you can see the modest 
building, a block long and only four 
stories high, of the Airlines Termi- 
nal. The symbol on the top (from 
where we see it) is a modernized 
eagle that looks more like a turtle 
and is a subtle little architectural 
touch on top of the headquarters of 
the fastest transportation vehicle 
now existent. 

The symbol atop the Grand Cer- 
tral Terminal of MERCURY, 


flanked by a’ masculine Labor and 
a feminine figure of Arts and 
Sciences, faces this Airline Termi- 
nal and it would almost seem as 
though it were saying: “This edi- 
fice, dedicated to the railroad, ac- 
knowledges the progress that is still 
to come through the air.” 

So much in soliloquy on our new 
business home at the corner of Park 
Avenue and 42nd Street, where we 
hope we can continue to retain the 
personality of the RECORDER, even 
though the jump in locale was from 
the Canyons of 39th Street to the 
very heart of New York—42d 
Street, two blocks east of Fifth Ave- 


nue. The Information Center of 





New York is also neighbor to us, in 
a cute little kiosk under the Park 
Avenue Ramp, where automobiles 
flash by—left, right, front, rear and 
over the top—an amazing speed 
spot. 

But what we are most interested 
in is the view from our window of 
the passing crowd—virile, vital. 
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vigorous in its to and fro, from 
home to work and back again . . 
all sorts of homes, all sorts of jobs, 
all sorts of clothes. Certainly a 
great spot to get the tempo of Amer- 
ica and its trend of style. 

So be neighborly! 





NATHAN HACK of Detroit sends 
us the following excerpt from the 
Merchants Credit Bureau Bulletin: 

“Rain—Rain—Rain. Cold—Cold 
—Cold. Rain—Rain—Rain—Beau- 
tiful Weather??? Nerves on edge 
—What a life! Don’t let it get you 
down. It is only raining RAIN over 
here—Would you trade water for 
bombs? Over here we rush to rain- 
proof shelters. Over there, they 
run to bomb-proof cellars. Over 
here, we wear raincoats—over there, 
they carry gas masks. 

“Don’t complain about the weath- 
er. You have a home to go to. Over 
there ‘X’ marks the spot where 
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their home used to be. ‘Vacation’ 
is the topic of the hour. Automobile 
trips—swimming—baseball, double- 
headers—mountains— a k e s—and 
over there, ‘Where can we go?’— 
“When can we eat?’ 

“Change Rain — Rain — Rain to 
Thanks—Thanks—Thanks . . . (and 
I shall add GOD BLESS AMER- 
ICA!).” 

> 2; = 
WILLIAM T. WHITE, sales pro- 
motion director of Wieboldt Stores, 
Inc., Chicago, Ill., says: 

“Much can be accomplished by 
merely deciding that we must get 
more for our advertising dollar. If 
all functions of the store would re- 
alize that together they set the stage 
for that moment when the sales- 
person meets the customer, then ad- 
vertising dollars would automatic- 
ally produce considerably more. As 





businesses grow and develop, store 
functions are delegated to various 
people. Business opens and closes 
around the responsibilities of each 
of these functions. Stronger person- 
alities oftentimes cause those lop- 
sided approaches. However, a store 
whose principles permit as well as 
force the selling function to be on 
the top side of all phases of the 
business, will produce considerably 
more for every advertising dollar 
spent. We must know more about 
this customer for whose wishes we 
open our doors every morning. A 
store’s success is measured to the 
degree that it honestly and intel- 
ligently makes a sincere effort to 
know more of their customers’ ac- 
tivities, their needs for goods and 
their ability to spend their money.” 


W. C. BACKEBERG of Backe- 
berg’s Shoe Store, Longview, Wash- 
ington, says: 

“First—more women know when 
a shoe fits today. Seco 
‘buy in a quality that holds the fit, 














—Do you know that the interest on 
the Federal Debt alone now ex- 
ceeds $2,000 per minute, day and 
night? 

—Or $120,000 per hour, 

—Or $2,900,000 per day, 

—Or $1,050,000,000 per year? 

—These huge and almost unbeliev- 
able figures represent interest 
only. 

—in addition we have interest on 
State Debts, County Debts, Mu- 
nicipal Debts and a varied assort- 
ment of other debts of all styles, 
sizes, and combinations. 

—The question is—Who's going to 
do what to who, and who's going 
to pay? 

—lI've never been a “wiz'' at mathe- 
matics, and I'm frank to confess 
that I'm utterly confused when it 
comes to solving problems in mod- 
ern Tax-idermy which, as | under- 
stand it, has to do with skinning 
the poor beast. 


S181 


President 





in a style that will not be outmoded 
ten months from now. Third—shoe 
fitters therefore have no alterna- 
tive; lacking the ability to under- 
stand feet and fitting ‘walks’ more 
customers than lack of styles 
shown.” 

* * + 
THE American Red Cross is speed- 
ing up relief shipments to Great 
Britain, having recently shipped, or 
prepared for shipment: 255,987 
cases of food, 12,587 cases of cloth- 
ing—including 44,670 dozen pairs 
of hose and 140,935 pairs of shoes. 
Large quantities of hospital and 
surgical supplies were also sent. 

* - a 


C. C. STUBBS of Plainview, Texas, 
writes : 

“The habit of manufacturers, 
and through them their salesmen, 
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of presenting to their retail outlets 
such a conglomeration of styles to 
choose from, has unquestionably 
been seriously detrimental to the 
best interests of the shoe business, 
as well as to every other line of 
merchandise manufactured and of- 
fered for sale. 

“The dozen or fifteen styles that 
will click and sell in any one lo- 
cality would amply cover any buy- 
er’s requirements. Nevertheless, the 
buyer almost invariably picks one 
or two of the duds along with the 
good styles. And then they hang 
fire on his shelves and lose money 
for him in the long run. 

“The retailer is almost forced to 
buy more styles than he needs, for 
the consumer is shown so many 
different styles by his competitors 
that if one store doesn’t have a 
great variety to show, the impres- 
sion is unfavorable and sales and 








customers are lost because the buy- 
ing public gets the impression that 
that particular store is not up to 
date. The same condition exists in 
sportswear, suits, apparel, etc. 
Three or four types are selling, and 
selling well, but if you don’t have 
a dozen or fifteen types to show, 
even in a small town like this, it is 
almost impossible to make a sale.” 
oa * * 


oJ EROME WEST, shoe buyer of 
Schleissner’s in Baltimore, has 
solved his gift-giving problem for 
the past few years in a very satis- 
factory way—both for himself and 
the members of his selling staff. 
Starting as an experiment several 
years ago, he gave each of his 
staff a year’s subscription to the 
Recorper. “I’m giving you the 
REcoRDER this Christmas,” he told 
them. “I'll probably never do it 
again, but that’s what I’m doing this 
Christmas.” 

The staff was so pleased with the 
present that he has been giving it 
every year since. The magazine is 
sent to their homes where they car 
read it at their leisure and the ex 
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periment has proved a real success 
from both a business and personal 


point of view. 


rel PAVE To TR 
ELStwHeRe! % 


IT Pays to Be Patient—Or Does 
It? 

The scene is a shoe store, five 
minutes after closing time on Sat- 
urday night. There is a knock on 
the door. I open the door and a 
stately lady stalks in, saying: “I'd 
like to see a pair of shoes, please.” 


I showed her shoes, style one, 
And she said, “we've just begun.” 
As she started trying on, trying on. 


Oh, I showed her shoes, style two, 
And she said, “those wouldn't do.” 
But she kept a trying on, trying on. 


Then I showed her shoes, style three, 
And she only frowned at me. 
But she kept a trying on, trying on. 


When I showed her shoes, style four, 
She said, “let me see some more.” 
And she kept a trying on, trying on. 


And she said of shoes, style five, 
“Oh, no, gracious sakes alive!” 
But she kept a trying on, trying on. 


She insisted, shoes style six, 
Were a shabby pair of “kicks,” 
But she kept a trying on, trying on. 


Then I showed her shoes, style seven; 
“Those are lousy shoes, good heaven!” 
But she kept a trying on, trying on. 


So, I showed her shoes, style eight, 
It was getting mighty late, 
But she kept a trying on, trying on. 


When I showed her shoes, style nine, 
She said, “you're so asinine!” 
But she kept a trying on, trying on. 


After seeing shoes, style ten, 
She said, “let’s begin again.” 
But she kept a trying on, trying on. 


Yes, she kept a trying on, trying on; 
Through the night ’til the following dawn. 
Then I showed her—to the door, 
Fell exhausted on the floor, 
And sighed: 
“She didn’t buy, but thank the Lord she’s 
gone.” 
—Joseph J. Stentzel, Greenville, Ohio. 


**S MILES sell more shoes than 
styles,” says G. W. Fickle, Leeds 
buyer in Berkeley, Calif.: 

“The practical application of this 
slogan has been so _ thoroughly 
proven that we keep it written on 
the bulletin board in the stock room 
back of the sales floor. Every time 
any of the salesmen or I leave the 
stock room, which is often several 
times each day, the inscription liter- 
ally stares us in the face. 

“Naturally, our organization has 
its policies and rules that as a mat- 
ter of course we all observe very 
strictly; but this slogan represents 
our one positive, inflexible ‘store 
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rule’ that in the observation of gen- 
eral rules, must supersede all others. 
“I don’t mean that we go out to 
greet our customers with the syco- 
phantic, mechanical smile of com- 
mercialism; nor yet with a weak 
grin that does not reflect sincerity. 
Our plan is first to assume a happy 
attitude, not permitting small things 
to annoy us. We practice overlook- 
ing the sometimes thoughtless or 
purposeful unpleasant attitude cus- 
tomers sometimes assume; and try 
to make matters very pleasant for 
them, breaking down their dis- 
courteous attitudes by sincere cour- 
tesies that we can easily extend.” 


> 
— 

















“Well, | see you finally got rid of the old sourpuss. Did he buy anything?" 
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WINDOW DISPLAYS 
Should Be Unusual and Attractive for 


THE object of National Men’s Shoe Week is to teach 
more men to have and wear the right shoes at the right 
time; there is no better way to do this than through 
well-planned displays in the windows and in the store. 
Actually showing what goes with what, and why, is 
far more effective than the written or spoken explana- 
tion—and much more likely to be remembered. 

If you are planning a cooperative promotion in your 
town, arrange to have a meeting of the participants to 
decide the style high-spots that will be endorsed by all 
stores, both in window displays and in advertising. 
Also decide if it would not be advisable for all to use 
the same color scheme, for example, brown and tan, 
with orange as the accent color, for displays. For a 
contrast accent a touch of clear blue might be spar- 
ingly introduced. The slogan “A Man is as Smart as 
His Shoes” should be used by participating stores. The 
tie-up between stores, as well as between all the parts 
of the individual store’s promotion program adds 
greatly to the effectiveness of the campaign. 

In featuring the wardrobe idea, local conditions will 
determine the practicability of showing three typical 
wardrobes—for the college man (copied by high school 
students)—for the young executive—for the business 

[TURN TO PAGE 32, PLEASE] 
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ER AAT 
BOOT AND SHOE RECORDER 
offers THREE CASH PRIZES for 
OUTSTANDING 
NATIONAL MEN’S SHOE WEEK 
WINDOW DISPLAYS 


First Prize $25.00 
Second Prize 15.00 
Third Prize . 10.00 


RULES OF THE CONTEST 


. Photographs must be of windows installed by display men of re- 
tail stores for this year's Men's Shoe Week, and be clear, sharp 
and not too small. Only clear, good photos will be published. 

. The name and address of the store and the name of the dis- 
play man submitting the photo must appear on the back of the 
print. Do not write heavy enough to mar face of print. 

. Boot and Shoe Recorder cannot undertake to return any of the 
photos submitted. The labor involved is too great. Contestants 
are asked to cooperate by submitting only extra prints. 

. All information regarding the display must be given in clear, 
legible form (typewritten, if possible) on a sheet of paper 
securely attached to the print. 

. All contestants agree to abide by the decision of the judges, Dramatizing shoes and suiting fabrics can be done with 
who will be members of Boot and Shoe Recorder staff. this simple display unit. Swatches of fabrics set in the 

. Boot and Shoe Recorder shall have the right to publish any background frames provide the tie-up with the shoes on 
photograph submitted, giving credit cacording to the informa- the sloping plateau in the foreground. A few of these 
tion rendered by the contestant. units, used in either the windows or inside the store, 

. Photos must be received not later than October |. Awards will will tell the story completely and dramatically. 
be announced as soon as possible thereafter. 

















NATIONAL MEN’S SHOE WEEK 


September 14 to 21 


Display is Essential for Proper Promotion. Here Are a 
Few Suggestions for Window and Interior Displays That 
Can be Used in Publicizing National Men’s Shoe Week 


by R. E. ANDRUSS 


Foreground is divided 
into sections on which 
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WE have done a lot of talking the past few years about 
“the shoe for the occasion.” Let’s talk a little about “the 
overshoe for the occasion.” It’s a good talking point 
and that means it’s a good selling point, too. 

This year we've really got them—overshoes for every 
kind of weather and season. First of all, you have your 
classics—your regulation rubber galoshes, zipper or 
snapper fastened. (And do you remember, by the bye, 
the excitement over the first slide fastener, years ago? 
That was a year for the rubber overshoe industry!) 
They are your old faithfuls, these rubber galoshes, tradi- 
tional protection against both rain and snow and destined 
again for volume business in the Fall and Winter months 
to come. And although they are classics, there is plenty 
of new interest in them this season. There are new treat- 
ments in surfaces and there are walled lasts, very smart 
and practical. One of the most elegant in this group is 
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The “Vassar”, a Raynster Model, combines 

the advantages of a good topcoat and a com- 

pletely waterproof raincoat. Roomy swag- 

ger lines and a choice of attractive colors 

make it a smart coat for many occasions. 
Note matching pork-pie hat. 


EVERY SEASON 


Thanks to Clever Styling, the Overshoe Business Is 
Now a Year Round Proposition. Most Exciting in 
New Developments Are the High Boot for Very 
Stormy Weather and Transparent Little Overshoes 
in Color for Mild Summer Rains. Walled Lasts 
and Wedge Heels Offer New Types to Fit Over Shoes 





Left to right: Ideal for ordinary rainy weather in 
Fall or Spring, this strap overshoe is designed to 
cover pump, stepin or oxford. Satin finish with simu- 
lated lizard grain trim gives the appearance of a 
smart shoe. From Mishawaka Rubber and Woolen 
Mfg. Co. Black “suede” with “patent” trim is the 
combination for this clever overshoe. A walled last 
gives it By fit over the popular walled last Fall 
shoes. A Shuglov from the Goodrich Footwear Divi- 
sion of the Hood Rubber Co. The fur-trimmed velve- 
teen boot grows in popularity each Winter. This boot 

gains distinction from its military buttons, held to- 
collar by stretchable silk cords. From Beacon Falls 

Rubber Footwear Co. 


a very simple shoe in a rich-looking suede-finish rubber 
upper with invisible slide fastener. 

For the woman who wants something dressier to look 
smart with her Winter furs, there is nothing better than 
the velveteen, fur-trimmed boot. It is protection against 
both snow and cold and promises to be bigger than ever 
this year. Fastenings include laces, slide fasteners or— 
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HAS ITS OVERSHOES 


new and smartly military—elasticized silk cords 
stretched between buttons, as shown here. 

For ordinary rainy weather and light snows, there 
is a large assortment of lower-cut types. Made to simu- 
late stepin shoes or monk patterns with strap and buckle, 
they cover the shoe and very little more. The finishes 
cleverly simulate shoe leather. In addition to the usual 
“suedes,” “patents” and “grains,” we have clever imi- 
tations of such favorites as lizard and baby alligator. 
Here also a walled last gives a new look and is an impor- 
tant factor in proper-fitting overshoes with similar lasts. 
























Exciting development in this group is the overshoe with 
a real wedge heel. 

But the news of the year for cover-all protection is the 
high boot. It is high but not so high as to brush against 
skirt hems. It can be worn through snow drifts or on 
city streets in snow and rain. As a defence against rain 
and mud-splashed stockings, it is just what women have 
been waiting for. It has a youthful, swagger look which 
makes it very attractive. 

If the boot is the last cry in fashions for late Fall and 

[TURN TO PAGE 38, PLEASE] 


Above, left to right: The high boot is the big 
news for Winter. It is dashing and practical. 
The “Continental” this model is called. It 
fastens with a long slide fastener. A lower 
boot, the “Swagger,” slips on without adjust- 
ment, except for the extra concealed fullness 
in the center front. Ideal for many occasions. 
Both these models from the U. S. Rubber Co. 
The third boot, the “Television”, shown here 
in white, has a long slide fastener on the inner 
side. A strap and snapper button give neat fit 
at,the top. From Cambridge Rubber Co. 





Two boots for children. Left: The “Lone Star” 
is an annual best seller and cute as can be for 
little and bigger children. From Servus Rub- 
ber Co. Right: The sturdy “Flight Boot” with 
strap and buckle is equally smart for children 
and misses. The striped elasticized snow guard 
adds the last note of sophistication. A Raintog 
from the Hood Rubber Co. 
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ACCENT 
ON 


TWELFTH in the group of shoe stores operated by 
Bowman Brothers, whose headquarters are at Mon- 
mouth, IIl., and one of the most attractive of the entire 
chain, is a new establishment recently opened in Boone, 
Iowa, with Everett Nelson, nephew of Algot J. Bowman, 
secretary-treasurer of Bowman Brothers, in charge. 
While to all practical intents and purposes the store 
forms one of the Bowman Brothers group and is oper- 
ated under that name, it is really owned by a new cor- 
poration, with Mr. Nelson owning a third of the stock. 

One of the factors which led to the decision to open 
the Boone store was the retirement of a former promi- 
nent shoe merchant in the town, leaving open the agencies 
for Florsheim, Freeman and Red Cross shoes. These 
being important lines of shoes retailed by Bowman 
Brothers, it was thought to be a favorable opportunity to 
open an up-to-date store in a vigorous community, fea- 
turing these well-known brands, also the Peters line, 
which has been added. 






















ACCESSORIES 


New Bowman Brothers store in Boone, Ia., has 
strategic corner location and the reconstructed ex- 
terior of light faced brick and black Carrara glass 
presents a most attractive appearance. 


N ewest Bowman Brothers Store, Recently 
Opened in Boone, lowa, Emphasizes Hosiery, 
Handbags and Dressings, as Well as Famous 
Names in Nationally Advertised Footwear— 
Reconstructed Bank Building Gives Modern 
Quarters and Up-to-Date Facilities for Family 


Shoe Service. 







EVERETT NELSON 


Manager of Boone, Ia., store and stockholder 
in new corporation which operates it. 


A former bank building on a corner that had been 
vacant for several years was leased and the building 
was practically reconstructed, refaced with light brick 
and cement and improved with new metal window sash 
and a new and thoroughly modern store front of black 
Carrara glass. The store room itself is 100 feet long. 
While it faces the main traffic, there is a great deal of 
business done on the side street also, so display windows 
are also provided on that side at the rear of the building. 

In addition to the manager and co-owner, Everett 
Nelson, the personnel of the store includes two local 
boys, Floyd Wilson and Harold Flannery, and Robert 


Bowman, of Kewanee, who is the son of Allen Bowman, 
















vice-president of Bowman Brothers. Mr. Nelson was 
born and grew up in a small town in western Kansas, 
Sharon Springs. His father was in the mercantile busi- 
ness there for many years. He is very active in the work 
of the Lutheran Church, sings in the choir and was presi- 
dent of the Lutheran Brotherhood Society in Monmouth, 
Ill., while he was associated with the Bowman store 
there. 

The new Boone store is the first venture of Bowman 
Brothers outside of the state of Illinois and the members 


Hosiery, handbags, dress- 
ings and other accessory 
items are given promi- 
nent place in the newest 
Bowman Brothers store. 
Photo at top of page 
shows accessory counter. 
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Photo at the right shows 
an attractive display case 
where hosiery and acces- 
sories are featured. In 
addition to interior dis- 
plays, special attention is 
given to i 
displays facing two streets. 


of the firm feel that they have made a wise selection. 
The local merchants, including competitors, have ex- 
tended a cordial welcome to the new store and so far 
the business has been very satisfactory. Boone is a 
community of about 12,000 people in a rich farming 
section with a good trading territory and many small 
towns nearby. Des Moines is 40 miles away, but with a 
modern store, well stocked with strong lines of shoes 
and organized to give efficient service, city competition 

[TURN TO PAGE 40, PLEASE] 
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THE shoe is something more than a foot covering. 
It certainly is something more than an accessory to 
apparel. And yet, for the past ten years, we have been 
trying to make it easy for any store, everywhere, to 
show and sell footwear. In fact, it is getting to be as 
promiscuous an article as cigarettes—everybody is sell- 
ing them. 

We have gone through that phase of being led around 
by the nose, or toesgfor so long that we just take it for 
granted that all we can do is drift into a position that 
somebody else maneuvers us. Shoes are No. 1 apparel 

not last accessory. 

Because shoes have within them the precious ingredi- 
ent not possessed by any other article of wearing ap- 
parel. I don’t know just the words to use but it is 
either “Shoes contain that important ingredient—Social 
Service” or “Shoes have social significance.” 

To explain what I mean: A customer buys a pair 
of shoes in any old spot, in any old shop and they are 
not fitted right. The person suffers the tortures that 
only shoes can give and vociferously indicts an entire 
industry for the errors of that individual’s own mistake. 
Multiply that one person by a million foot suffering 
people and you have a decline in the efficiency of a 
nation because of the wrong shoe, the wrong selection, 
the wrong fitting and the wrong concept on the part 
of the public as to what a shoe is or isn’t. 

Somebody should be held responsible for the social 
service of a pair of shoes—multiplied by millions of 
pairs. It’s high time that feet were made more efficient 
for the job at hand—be it defense, war or peace. Well, 
if an industry has no pride in its own product, in the 
service of fitting that it gives, what can you expect? 
Shoes are number one—with thinking people. 

So much for that! We are at the beginning of a 
warlike mood in the nation. We are soon to take a 
draft-record of men between the ages of 18 and 64— 
no matter what the purpose of such a broad coverage 
of mankind—we will soon find out—fit and unfit. It 
is going to do something to kindle the pride of men— 
young and old—to the fact that physical fitness is worth 
something. Well, if shoes make men unfit for the job, 
they are going to change something—and we think 
it is shoes—because shoes are going to fit and serve 


Shoes to Play Larger Part 


by ARTHUR D. ANDERSON 
EDITOK, BOUT AND SHOE RECORDER 


not only soldiers but millions of men who never will. 
or should, see a uniform. There is only a small per- 
centage of the men who will rate a uniform anyway. 
But the influence of the National Selective Military 
Training and Service Plan is going to have its effect 
upon lots of things—including shoes. 

Now as to the subject of social significance! You 
will note in this week’s Recorper a plan for collecting 
barrels of shoes for European relief. There are two 
great objectives in back of that worthy charity. First 

the collection of shoes, worn and unused—deposited 
by the public in shoe stores—for eventual use by 
peoples abroad who will have a desperate need for 
foot covering this Winter. No article of wear is more 
necessary for destitute people—millions of them need 
millions of pairs. 

Second—the collection of these shoes gives to every 
store, in every community, a measure of good-will on 
the part of the cooperating public, that is of real social 
significance. You are playing a part bigger than com- 
mercial—you are in social service to mankind. 


§ HOES are lucky to be the sort of an article that, even 
though partly worn, can serve a charitable purpose. 
They therefore become articles attaining a humanitarian 
purpose at a time of real need—because we all know 
that next Winter, whether war or peace, there will be 
famine, sickness and misery abroad. So join in, early. 

Thus you see, shoes can play their part. And we 
need not even mention the fact that the removal of 
these shoes from homes and wardrobes refreshens the 
field of shoe selling. 

Shoes deserve a greater appreciation on the part of 
those who create and handle them—pride in a prod- 
uct—get into the spirit of rating shoes up—not down. 
All the enthusiasms we can put into the product and 
its service and sale will be needed—so start NOW. 
grading up. A selling season opens—as you make it- 
slow, sluggish, stale—or living, lively, liftable—all be- 
cause of your attitude toward shoes. 
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—and the new Crosby Square 


bMIREULK SHOES 


offer your customers the amazing 


comfort of walking on air 


You want the business of men — 
by hundreds—who are on their feet 
and constantly searching for comfort. 


Once they have experienced the 
magic of walking on air, these men 
will never again be satisfied with 
anything less. And Airfilm construc- 
tion is patented, exclusive. 


Tightly stretched over a honeycomb 
of air cells, Airfilm is vastly differ- 
ent from any material ever used in 
shoes. It's not a heavy, solid mate- 
rial — it's 61% air. And it's perma- 
nently sealed. 


Airfilm brings to your customers 
not only a new meaning for the word 


“comfort,” but also insulation against 
pavements too hot in summer and 
too cold in winter — protection 
against wet feet — reduction in ex- 
cess foot perspiration. 


Investigate at once this new devel- 
opment—which makes the popular 
Crosby Square proposition an even 
better “buy” for you. Write today 
for a swatch of Airfilm material and 
see for yourself. Write us to route 
the Crosby Square representative 
your way, so you can see his cuta- 
way samples and get the complete 
story. The House of Crosby Square, 
(Division of Mid-States Shoe Co.), 
2460 N. Sixth St., Milwaukee, Wis. 


Crosby Square 





MOORE than 200 of the newest styles in children’s 
ready-to-wear were shown dramatically at @ Parents’ 
Magazine Fashio held in the Grand Ballroom 
of the Hotel under the direction 

plication. 


ups with ing trends. 
Probably the most important single influence is the 


importa 
petus with children’s 





SHOES TAKE CUES 
FROM CHILDREN’S 
READY-TO-WEAE 


[ nfluence of Clothing * Pattern, Material 
and Color Shown at Recent Juvenile Fashion 


Show in New York City 


wise, black, light grain 0% 

a welting. alkin. Black 

in oxford with white stitching 

Loafer-type § ip- 

J. Sandler. 

mannish-ty Pe n oxford. 
O’Donnell. 


growing importance of mannish type of clothing, orig: 
inating in styles worm by college boys, carrying over 
into women's fashions, and from there into children’s 
Important are short boxy coats, porkpie hats, 
reversibles, detachable linings, fly fronts and vents in 


patch pockets, all copied from the clothes 


big brother. This influence is a natural for 
on of mannish type antiqued, with brogue 


es and gaining im- 
d child customers. 
[TURN TO pace 28, PLEASE | 
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7. NON-SLIP SAFETY 


Specially compounded white rubber 
non-skid button... grips and holds. 


2. AIR-CUSHION COMFORT 


Button flexes with each step — 
absorbs shocks and jars. 


3. SMART, TWO-COLOR 
RIBBED DESIGN 


4. FINER QUALITY — LONGER WEARING 
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ttching SALES APPEAL 

‘pe slip- 

Sandler. 

, oxford. To fully appreciate the non-slip safety and air- 
cushion comfort of these fine heels, you must 
wear a pair yourself. So write today for free 
sample pair for your own shoes. Wear them 
one week and we'll wager you'll want all your 
men’s shoes to have the style and sales appeal 
which only PRESTO-GRIP Heels can add. Shoe 

g- manufacturers pay only a fraction of a cent 

= more per pair for PRESTO-GRIPS and can fit 

’s any shoe in your line with PRESTO-GRIP Heels. 

its, 

in 

hes ’ 

for " * 

gue Compare the “Eye- 

im- Appeal” of this shoe NON-SLIP—AIR-CUSHIONED 

,ers- bottom with a shoe 


x0) en eal +9 ar HEELS by CUPPLES 
CUPPLES COMPANY ..... Manufacturers ... ST.LOUIS 
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~/ 7 For WAR REFUGEES 


gt 


ILLIONS of weary war refugees are in migra- 

tion—and only a small number will ever see 

their homes again. In the meantime they exist 
from day to day, and through the good offices of 
relief agencies they get a little bread, a little soup 
and a few may even get some shoes. But there just 
aren’t enough shoes for all of them. Supplies of 
shoes are pitifully small; yet they beg the relief 
workers to think of the little son, and old grand- 
mother and the young child, who walked all those 
days and nights, and now have no shoes for their feet. 


The relief workers did the best they could. They 
tell of unending streams of tragic humanity, the 
women with tiny babies, the old men and the totter- 
ing grandmothers, the little boys and girls—all of 
them on the march, most of them on foot. Sometimes 
they had a few shoes for them, other times they 
wrapped their feet in bandages so they could pro- 
ceed onward to a safer haven. Now, wherever they 
may be—they wait and they hope there will be shoes 
for their feet and bread for their mouths. 


So we ask you to joint the campaign to collect 
BARRELS OF SHOES FOR WAR REFUGEES, 
through the shoe stores of America. Whether war 
continues or peace is declared, we all know that 
famine, sickness and death will be the lot of millions 
next Winter, unless something is done by the human- 
itarian forces of the world, to help. 

America can do more perhaps than any other na- 
tion on the face of the globe. In every village, town 
and city in America, there can be found a surplus 
of shoes in the homes and closets of men, women and 
children, that would be gladly given to European 
refugees. Next to food, shoes are most necessitous. 

Here is the pattern from a similar precedent on 
how to do it. Veteran shoe men will remember the 
campaign conducted by our industry back in the 
days immediately following the first World War and 
extending up to the time of the Far East Relief. 
Hundreds of stores throughout the United States 
joined in the work of collecting worn shoes and ship- 
ping them, through the Port of New York, to those 





parts of the world where suffering, sickness, famine and death 
haunted the people. 


URING the last war-relief collection of shoes, you may re- 
member the shoe retailers of America collected shoes in 
barrels, because there is nothing easier to handle in ship- 

ment, here and abroad, than a barrel—for that sort of packaging 
is a great convenience not only in your store but for storage on 


shipboard and for handling abroad. 


We again recommend the collection of shoes in barrels, in shoe 
stores everywhere throughout the United States. The barrel it- 
self is a more significant receptacle for the collection of shoes 
than anything else. You can get a sugar barrel or a flour barrel 
from your local grocer. Be sure that he gives you the lid of 
the barrel and the hoops. Put the barrel up in the corner of 
your store, close to the door. Paint it red, white and blue—if 
necessary. Put a card over it: “BARRELS OF SHOES FOR 
EUROPEAN REFUGEES.” Put some cards in the window and 


start collecting. Serve as a collection depot for a worthy charity. 


Newspapers in your town will gladly cooperate to indicate 
that in your store these shoes are being collected. The home- 
less children, men and women will be duly grateful. 


This is the first announcement of the plan for collecting hun- 
dreds of barrels of shoes for European relief. Be one of the first 
in your town to do it and recommend that all merchants coop- 
erate because this is one thing that has within it that spirit of 
charity and helpfulness. 


The cause is a glorious one—relief of men, women and chil- 


dren—who will need shoes to protect them against Winter 
weather. Many a pair of shoes discarded by your customer, 
has days and days of good wear and protection against wet, 
cold and sickness. Shoes are, in many ways, as important as 
foodstufts, in the terrible situation that will develop in Europe 


and throughout the world this Fall. 


ILLIONS of pairs of shoes will be needed and we have as- 
surances that shipping space will be provided. Later we 
will explain a number of other things. Freight charges 

between your town and New York are to be paid for by you, be- 

cause there is no expense money available—nor do we intend to 
collect money for this purpose. This is a voluntary cooperation 
on the part of shoe men for the good of mankind. Sufficient for 
us to show the path. We expect your cooperation because it is 


for your good as well as the good of the European war sufferers. 


In later issues we will explain that the public will dump into 
the barrels all kinds of shoes and it will be necessary for you 
to sort out open toes, open heels and some of the flimsy things 
that would serve no useful purpose anywhere as second-hand 
shoes. Securely tie-up each pair with string. Wrap the service- 


able shoes in newspapers for protection against injury and mold. 


Write us a letter saying that you are willing to cooperate. 
This is one national, cooperative effort that should appeal to 


every merchant, in every store everywhere. 


Further information 
will be given on these 
where to 


pages as to 


ship your barrels. 


START NOW —col- 


lecting Barrels of Shoes 
for War Refugees. 


Address All Communications 


COMMITTEE 


BARRELS OF SHOES FOR 
WAR REFUGEES 


5TH FLOOR—100 EAST 42np ST. 
NEW YORK, N. Y. 
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Rugged Shoes for an Active Fall 


[CONTINUED FROM PAGE 18] 


to a somewhat more modified shoe, 


which, because of its roominess, fills the 


somewhere between the extreme broguey bill as far as the heavier shoes are 


types and the plain shoe. 


concerned. 


Two new shoes from the Curtis Shoe Co., both featuring the broader toe and a 


medium grained upper. 


In line with Fall styling emphasis on flexibility, these 


shoes attain this feature through the use of Barbour stout sole welting. 


Perforations and pinkings are both 
large and small, but this combination 
seems to indicate an endeavor on the 
part of manufacturers to strike a 
happy medium in both these detailings 
which will make its appearance if not 
next Fall, then surely the following 
year. 

Stitching is apparent to say the least 
with two, three, four and sometimes 
even five lines of stitching being used; 
all this with much attention to custom 
details. 

Broader toes strike a dominant note 
in men’s Fall shoes with several manu- 
facturers using various interpretations 
of the French and English lasts. With 
the war abroad cutting the bottom out 
of everything, men who favored the 
continental shoe on either the English 
or French wood will be unable to get 
them. This drops it in the lap of the 
American manufacturers who are al- 
ready working on their own interpreta- 
tions of these lasts. 

Fitting of the heavy type of shoe 
favors the blucher and this season will 
see a lot more interest in this shoe 


. 

New Fall shoes certainly have the 
eye appeal for the customer and new 
details and constructions give retailers 
good selling points that should point to 
a real selling season. 


A smart Fall brogue type oxford by 
Weyenberg Shoe Mfg. C i i 
brown calf with wing tip. 

features the new type of RAW-CORD 
sole, which has been so developed that 
a smooth edge finish, simulating actual 
leather, can be obtained, making it suit- 
able for use on dress and street shoes. 





Saenger With Irving Shoe Co. 
in Chicago Territory 


CuicaGo, ILL. — Fritz Saenger, who 
has just recently become a member of 
the Chicago Shoe Travelers Association, 
is representing the Irving Shoe Com- 
pany in the Chicago area. 


Buy Elliott Store 


PROVIDENCE, R. I.—Samuel Bernstein 
has become owner of Elliott’s Shoe 
Store, 32 Richmond St., which was pre- 
viously operated by the late Clifford 
Thornley.. Mr. Bernstein’s son Bert 
Bernstein, is manager of the store. 
They feature men’s shoes entirely. 


Shoes Take Cues From 
Children’s Ready-to-Wear 
[CONTINUED FROM PAGE 24] 


World conditions have had their 
effect on children’s clothing, with the 
red, white and blue theme universal. 
Sailor suits, in snow, ski and skating 
types, sailor dresses, brother and sis- 
ter sailor clothing, are replacing the 
military as a means of expressing a 
patriotic spirit. Brass buttons, gold 
braid, chevrons, red stars, sailor col- 
lars, all are present. The sailor influ- 
ence, coupled with one that is growing 
in importance—the airline influence— 
should leave its mark on the children’s 
shoe business. Aviation suits in airline 
blue (a soft greyed blue) with the 
airman’s wings on the breast pocket 
are perfect for wear in the snow. 
These, like sailor suits, call for shoes 
in black or blue, as opposed to the 
staple brown or tan that has heid first 
position for school and play wear. 
Touches of red on the shoe—in piping, 
welting, stitching—give the key for a 
tie-up with this patriotic trend, and 
again, shoes in mannish style should 
make their influence felt here. 

Two other new and important de- 
velopments were seen in children’s 
ready-to-wear for Fall. One, and a 
significant development it is, was the 
lazy dress influence. Dresses, suits, ski 
and snow suits, blouses, all appeared 
with fastenings requiring little adjust- 
ment. Drawstrings, zippers, dot-snap- 
pers, were all prevalent, and the “step- 
in dress” that can be stepped into, in- 
stead of being slipped over the head is 
new and interesting. Significant here 
is the fact that the shoe field has long 
led in this development, with stepins, 
gored treatments, elasticizing, zipper 
fasteners. The ready-to-wear field is 
taking second place, following shoes 
rather than leading them. Promotion 
of easy-adjustment types is indicated 
for clothing of this kind. And shoe 
men are busy, developing for retailers 
even closer tie-ups than have existed 
heretofore. We saw a drawstring shoe 
which would be perfect for promotion 
with drawstring dresses. 

The second development, mentioned 
as of great importance, had to do with 
silhouette. Pinafores have enjoyed 
great popularity in the past. So have 
jumpers, which for some time have 
been classic in children’s clothing. The 
tendency now is to combine the two, 
evolving what is termed a “jumpafore,” 
all one piece, with the characteristic 
style of the jumper and pinafore treat- 
ment at the shoulder line. This sil- 
houette suggests the saddle, in oxford 
or stepin, in contrasting shades or con- 
trasting surfaces. Also for promotion 
with this group is the leisure or loafer 
type, the soft casual slipon with trim 
lines and a wealth of comfort. 

Colors were rampant at the fashion 
show. We have already mentioned t! 
importance of red, white and blue. ‘ 
equal significance is that of red. 

[TURN TO PAGE 45, PLEASE] 
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A Boot and Shoe Recorder Department 





Temperature Just Right 

We are going through a rather bad 
hot spell in New York right now, and 
the store that has an air conditioning 
system is reaping the profits of its 
investment. 

A nearby shoe store has three huge 
dummy thermometers pasted diagon- 
ally across the three front windows. 
A sign on top of the left thermometer 
reads “Not too Hot” and the reading 
of the mercury is 90 degrees. The 
sign over the right thermometer reads, 
“Not too Cold” and the temperature 
reads 60 degrees. And the sign over 
the center window reads “The tem- 
perature in - Shoe Store on 
42nd Street is just right” and the 
temperature reads 72 degrees. 

. * * 


The Casual Approach 


Here’s a variation in the suggestion 
of hosiery to the shoe customer that 
maye be of use to you. 

Like most other stores, the Feltman 
and Curme Store in Colorado Springs, 
Colorado, has tried a variety of meth- 
ods for suggesting hosiery. For a 
time, suggestive selling of hosiery was 
left entirely to the girl at the cash 
register. At a later time, salesmen 
were instructed to take hose to the 
customer at the fitting stool and show 
them there with the shoes. Both of 
these methods got a certain amount 
of results but the company found that 
certain types of customers resented 
both of them. To get away from any 
feeling on the part of the customer 
that she is being subjected to high- 
pressure selling, the present plan of 
having the salesman show the hose 
at the wrapping counter was adopted. 

On going up to the cashier with 
the customer, the salesman explains 
that he would like to show a shade of 
hose which will beautifully match her 
new shoes—just in case the customer 


by JOHN F. W. ANDERSON 


needs some later on. He then asks 
the girl at the cash register to hand 
him a pair of hoce in a certain shade 
and in the customer’s proper size. 
Casually showing these to the custom- 
er, he remarks, “Isn’t this an attrac- 
tive combination?” or a similar casual 
expression. The whole procedure is 
handled in a seemingly offhand fash- 
ion, but the store reports that the 
method used has been carefully 
planned out and gets excellent re- 
sults for Feltman and Curme. 
* * 


“Outdoorables — featherlight! flex- 


ible!—and worth so much more!” 
(Simco, Philadelphia) 


Auxiliary Shoe Department 


Next to the basement shoe depart- 
ment of Abraham & Straus, Brooklyn 
department store, is a wide corridor 
and entrance to the adjoining subway. 

The store has converted the unused 
space along one side of the corridor, 
opposite the regular shoe department. 
into a “Fun in the Sun” department 
selling play and white shoes. 

The new section to the shoe depart- 
ment consists of a 30-foot long selling 
counter with shoes displayed on top. 
Behind the counter, a parallel row of 
portable wooden chairs is convenient- 
ly placed, and stock in the most popu 
lar sizes and widths is kept under the 
six shoe box high selling counter. To 
attract attention to this new addition 
to the department, a large red and 
white striped parasol has been placed 
over the counter. 


oS = 


Sale Ideas 
We may be in the middle of the 


sale season, but we don’t think it too 
far amiss to give a few sale ideas 
observed in nearby shoe stores. 

If you’ve already disposed of your 
sale shoes this Summer, possibly some 
of these ideas will be useful to set 
aside for next January’s clearances: 

1. Sem1-ANNUAL SALE in large red 
letters on a two by three foot plate 
glass suspended in the center of 
the window by two silver colored 
chains. 

2. SALE printed in large red letters 
on a sheet of cellophane pasted across 
the top of the window glass. (Just as 
eye catching as red letters on white 
paper, with the added advantage the 
light and customer’s eyes can both see 
through the cellophane.) 

3. Four Star Sate. With advertis- 
ing and displays covered with star: 
and extra selling features checked off 
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BEST IDEA OF THE WEEK 
SHOPPER’S RETURN PRIVILEGE 


(The American Foot Health Co., 1715 Chestnut St., 


Mr. B. J. Finn—“We read with considerable in- 
terest the two BEST IDEAS OF THE WEEK in 
recent issues of the Boot anp SHOE Recorper (June 
1 and June 27) offering solutions to the shoe retailers’ 
‘nightmare’ of goods being returned almost as fast 
as they are sold.” 


O. P. Ideator—“I have talked to a considerable 
number of retailers on this question. They all seem 
to have the problem—some have solved it to a con- 
siderable degree—other find it still one of the worst 
obstacles to profitable retailing.” 


Mr. Finn—“I believe that the problem should be 
classified under the heading of psychology. I be- 
lieve that the buying public should be impressed with 
the fact that it is a privilege of the stores to accept 
returned goods, not a duty. I believe that the customer 
should be educated to realize that when they buy 
shoes they are buying them to keep and the store 
will only accept them in return when the store makes 
a mistake or the goods are defective.” 


O. P. Ideator—“What have you done in your store. 
Mr. Finn, to educate the public to the realization 
that honest sales bring honest values?” 


Mr. Finn—“Up until two years ago we had great 
difficulty with unjust returns. Now, we tell the cus- 
tomer under just what circumstances we will accept 


Philadelphia, Pa.) 


returned merchandise. We advise the customer to try 
on the shoes at home, on a carpet, for three or four 
days, before wearing outdoors. With each pair of 
shoes we also enclose a ‘Shopper’s Return Privilege 
Guide’ which is a 3 by 5 inch slip of paper on which 
are listed the conditions under which we will accept 
returns, as follows: 
LIMITED TIME . 
MERCHANDISE . . . Must be in original condition. 
SALES SLIPS . . . Should accompany all goods. 
Merchandise to be returned should, whenever pos- 
sible, be returned either in person or by mail. 
4 RETURNABLE ARTICLES 
1. Merchandise which has been worn or used. 
2. Merchandise which has been altered, marked or 
changed from its original condition. 
3. Merchandise made to order or for which a spe- 
cial order has been placed. 
4. Merchandise sold subject to final sale.” 


. 10 days. 


O. P. Ideator—“How much improvement do you 
report since you set down these rules?” 


Mr. Finn—“Our efforts have resulted in almost 
complete success. Since we set down these rules of 
store policy in black and white, we have hardly had 
more than two unjust returns a month.” 

O. P. Ideator—“I would call that almost a thousand 
per cent batting average.” 








after each of four prominent selling 
stars. 

4. Example of good sale advertis- 
ing copy: “Pumps, straps, oxfords, 
and step-ins . . . Fabrics and leathers 
in Spring and Summer shades. All 
heel heights . . . all sizes and widths 
but not in each model. All sales final 

. None C.0.D. . . . No mail or tele- 
phone orders.” All the facts—com- 
plete, and to the point. 


* * 


A Play on Extra Sales 


The marketing and promotion of 
play shoes should be completely sep- 
arate from the merchandising of a 
store’s regular lines of shoes, accord- 
ing to Walter Carty, manager of the 
women’s shoe department at the Den- 
ver Dry Goods Company, Denver, 
Colorado. 

For the past several years, the Den- 
ver Dry Goods Co., has not only shown 
its popular priced women’s sports and 
play shoes separate from its better 
priced lines, but has used separate 
advertising and display to the point 
that each operates as a distinct de- 
partment. The first floor department, 
named the Sandal Bar and- given the 
benefit of colorful display and light- 


ing, is entirely able to care for itself, 
according to Mr. Carty. 
“The bright color play shoe makes 


an ideal second sale,” claims Mr. 
Carty, “but it also may be an offset 
to potential sales of our top lines of 
sporty dress shoes, spectators, and 
pumps, which might in many cases 
cause the loss of one sale to make 
another. Most shoe buyers will agree 
that sometimes a $7.50 sale will go 
glimmering when the customer sees a 
pair at $2.50 which look just as well 
to her. Therefore, we believe that the 
play or leisure sports shoe can better 
take care of its own sales in its own 
department, and that a happy me- 
dium exists by entirely cutting off the 
relationship between the two.” 

The Sandal Bar has been built on 
the main floor and its portable chairs 
and fixtures make its setting up a sim- 
ple process. The special sales force 
is trained to educate the public to 
the present trend towards brilliant 
color combinations. 

No suggestions are made by the 
salesmen of the upstairs main shoe 
department, but they direct customers 
who ask for play shoes to the Sandal 
Bar after the first sale has been made. 
It is not in the best interests of the 
department to give this information 


at once, Mr. Carty has found, inas- 
much as the first purchase is likely 
to be lost in favor of a low-priced pair 
of play shoes. Thus the Sandal Bar 
is entirely responsible for its own 
volume, and does not conflict in any 
way with the business to be expected 
in the main women’s shoe department. 


* * 


Appeal to the Eye 


A prominent display man has set 
down the following rules to follow in 
getting action on your display, win- 
dow, circular and newspaper ads. 

“A display that sells merchandise 
must do three things: 1. Attract At- 
tention. 2. Arouse Desire. 3. Stimu- 
late Action.” 

Here are the most important colors 
that attract attention: 





. Red—(Excitement-Danger) 

. Blue—(Coolness-Formality) 

. Yellow—(Motion-Speed-Joy) 

. Green—(Restfulness-Spring) 

. Violet-—(Royalty-Distance) 

. Orange—(Sunset-Autumn) 

. Colors easiest to read: 
A. Black on Yellow D. Blue on White 
B. Green on White E. White on Blue 
C. Red on White F. Black on White 
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WANTED 


lowing qualifications: 


tunity for advancement. 








Young Men With Experience in Retail Selling 
Who are Interested in a Job With a Future 


@ The J. C. Penney Company. with 1575 stores in forty-eight states, has 
openings in various of its stores for ambitious young men with the fol- 


Age—between 21 and 28 

High School education or more 
Good health and disposition 
Willing to work hard to get ahead 
Willing to go wherever sent 


Experience in the retail selling of 
apparel for men, women, 
m, or shoes, or yard goods 


@ Men who qualify will start as salesmen and be given every oppor- 


@ Every store manager in the Penney Company came up through the 
ranks—not only is he paid a satisfactory salary but he shares liberally 
in the profits of his store. Out of the ranks of today’s salesmen in Penney 
stores will come tomorrow's Penney executives. Advancement is solely 
by merit—not by seniority, favoritism or politics. 


@ If this advertisement interests you—write at once, giving your quali- 
fications and experience, to J. D. Keyes, Room 1700— 


J. C. PENNEY COMPANY, INC. 
330 West 34th Street, New York City 




















Window Displays for Men’s Shoe Week 


[CONTINUED FROM PAGE 14] 


man. Those are the three most impor- 
tant groups considered in the apparel 
field. Some sections have a “Broad- 
way group” who want flashier clothes 
and shoes, but this is not a big group 
in most places. The divisions to be 
shown in each group include correct 
shoes for (1) business, (2) dress-up, 
(3) active sports, (4) leisure, (5) 
formal wear. There will be some over- 
lapping, but show a complete wardrobe 
suggestion for each group. 

Another angle of presentation is to 
tie up fabrics and leather colors that 
go together, showing antiqued browns, 
plain browns, and blacks in appropriate 
groupings. For example, there might 
be a brown shoe in heavy and lighter 
styles with heavier and lighter fabrics 
in grey. Blacks with blues and an- 
tiqued browns with brown suitings. If 
a local check-up shows some popularity 
for certain novelty colors or weaves, 
include them also in the display. Using 
the wardrobe idea in the window and 
the fabric idea in the store will give 
a strong tie-up. 

While these suggestions involve 
some effort and expense, remember 
their period of usefulness is not lim- 
ited to Men’s Shoe Week, but extends 
all through the season, giving sales- 


men a definite selling help for months. 
Be sure to dress up the store interior 
in the official colors and have well 
planned informative displays of the 
new shoes. Don’t neglect this part of 
the program, because the let-down a 
customer feels upon entering a store 
that is not specially dressed up for 
the event will practically kill any in- 
terest your general publicity has 
aroused. 

Among the other things that can be 
done to arouse interest in National 
Men’s Shoe Week are: 

Have salesmen wear new Fall shoes 
during this week. 

Arrange a cooperative style show of 
new Fall shoes using local men stu- 
dents and business man types) as 
models, possibly in conjunction with a 
local movie house or the paper. 

Send special invitations to clubs and 
factories, asking that they be posted 
on the bulletin board. 

Arrange to have talks on styles given 
to various groups—possibly at lunch- 
eons of associations. 

Have the week opened by proclama- 
tion by the mayor. A luncheon of well- 
known men might be arranged. 

Have tags “A man is as smart as his 
shoes” to attach to handles of parked 


cars. On the reverse side “Don’t go 
home until you have seen the new Fall 
shoes for men at (names of stores).” 

Have salesmen call up or write to 
their personal customers, or have girls 
telephone a specially prepared message 
to wives, inviting them to come in with 
their husbands to see the new shoes, 
“because every woman is interested in 
seeing her men folks well dressed.” 

Give prizes for the best window dis- 
plays—the winner to be decided by 
votes cast by the public. Arrange to 
have all windows open at seven or 
eight o’clock on Friday evening, and 
voting slips for those who wish to use 
them. 

Have a best dressed man contest— 
with a prize of a shoe wardrobe for 
the winner. 

Have a letter contest for men, “Why 
a man-should choose a new Fall shoe 
wardrobe.” 

Have folders giving general style in- 
formation for distribution by all coop- 
erating stores. 

Have enquiring reporter ask various 
men snapped looking at windows what 
they think about the new Fall shoes, 
and the shoe wardrobe idea itself. 

Have a contest for women—letters 
telling why they think men should pay 
more attention to their shoes, and the 
wearing of correct shoes. 

The success of your Men’s Shoe Week 
campaign depends a lot upon the en- 
thusiasm you create through your own 
enthusiasm—in doing everything you 
can to build up interest. Most of these 
things are not expensive, but they do 
take planning and work. 

When you consider that these things 
are a big part of successful selling, it 
means time and effort well spent. 

Shoe interest among men is increas- 
ing—it is up to us to see that it in- 
creases constantly at a more rapid 
pace. Replacements alone are not 
enough to build up a big business in 
men’s shoes. 


Chicago Travelers to Hold 
Outing August 24 


Cuicaco, ILL. — The Shoe Travelers 
Association of Chicago will hoid the 
annual picnic and outing of the organi- 
zation August 24 at the farm of G. M. 
Groves in Bensenville. There will be 
a baseball game between a team of 
“oldsters” captained by Norman N. 
Souther and the “youngsters” captained 
by Urban K. Allen, president of the 
organization. There will also be a 
horseshoe pitching tournament and an 
outdoor barbecue and corn roast. 


Opens Second Store 


Cuicaco, ILt.—Sam Goodman, who 
has operated a family shoe store on 
Chicago’s south side for the past 35 
years, has opened his second store, also 
a family store, at 441 E. 47th Street. 
Both shops are run under the name of 
Simon’s Shoe Store. The other store is 
at 329 E. 51st Street. 
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WE The Salesmen 


WE THE 
SALESMEN 


WE THE 
SALESMEN 


WE THE 
SALESMEN 


WE THE 
SALESMEN 


TRAVEL the length and breadth of this land selling shoes, know 
the value of Boot and Shoe Recorder Advertising. 


Know that it’s easier to sell our line of shoes if our house uses 


Recorder advertising pages. 


KNOW it’s difficult to sell a non-advertised line if our competitors’ 


lines are advertised. 


KNow that the house that advertises has confidence in the shoes 
they make—and take pride in publicizing those shoes before the 


trade. 


KNOW how difficult it is to sell shoes under today’s trying condi- 
tions, and welcome any influence that can make our jobs a bit easier. 


And We The Salesmen Know That Boot and Shoe 
Reeorder Can Do That Very Thing. 
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Fiddle 
Prong 
Apex 
R&L 
Custom 


UNISHANE 
Steels 


>» wood 
Parallel Sides 
P. G. 


COMBINATION 
Welt 
McKay 
Turn 


Single Sole 
Stitchdown 


Custom 


USC 


5 S{IHE shank too is a bridge — between the heel and the ball — 
and it too is weight bearing to a degree that can only be de- 
termined by engineering skill. That is part of the service you 
get in buying shanks from the United ... whose experts help 
you determine the, correct shank for the style. and purpose. 


» UNITED SHOE MACHINERY CORPORATION 
We BOSTON, MASSACHUSETTS 
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News in Shoes 


On August Ist, Saks-Fifth Avenue introduced Vinylite in 
women’s . much-disc new plastic material for 
shoes, to the consumer trade. “Glastique” Saks calls it 
because it is transparent and stretchable. Exclusive spon- 
sorship by this store ends September 26th. Early in Octo- 
ber, Vinylite will be on general sale in the $8.75-and-over 
price bracket. We show here three shoes by La Valle, fea- 
turing the new material. Reading from left to right, they 
are: black suede with glass-clear Vinylite stretchable top; 
blue suede combined with blue Vinylite and—more news! 
—Crystaline heel and throat trim; evening sandal in glass- 
clear Vinylite combined with silver kidskin, with beautiful 
heel of Crystaline. brand new material, exclusive with La 
Valle. The blue Vinylite handbag with suede top match- 
ing the middle shoe, is by Mestron La Rue. 





Daily Radio Spot Aids 
Successful Shoe Promotion 


Montcomery, ALa.—A five-minute daily radio pro- 
gram with two appearances on Sunday, in which Oscar 
Covington, owner-manager of Covington’s Foot Health 
Shoe Store, speaks on foot troubles and corrections 
between introductory and closing talks by the announcer, 
in which the store is plugged, is declared by Mr. Coving- 
ton to be the best promotion scheme he has ever used. 

Mr. Covington is a veteran shoe merchant of this 
city. His stock includes only shoes designed for foot 
comfort and correctional wear. 

Mr. Covington, the store owner-manager, says that 
the introductory and closing remarks of the announcer 
usually take one minute each, leaving him three minutes 
for educational talks on common foot troubles and how 
many of them could be prevented or corrected by wear- 
ing the proper shoes. The talks have been made into a 
series, and are being given in sequence. 

Response to the talks has been without precedent in 
his advertising, says Mr. Covington. Frequently, he 
says, people who have heard the talks come into the 
store next day on a sort of social cali to discuss some 
one they know who has the particular foot ills he has 
described. Most often these sufferers are members of 
the family of the person calling. Then and there, that 


family becomes potential customers of Covington’s store. 





| 


IN FINE SHOEMAKING 
GIVES YOU A NEW LINE 


The SURREY 





SUGGESTED 
RETAIL PRICE 


10." 


The PLAZA 


4 We give you eighty-seven years of craits- 
manship and a famous name—to enable 
you to meet with profit the persistent 
demand for superlatively fine footwear 

in a lower-price field. Flexways are made by Edwin 
Clapp craftsmen, from beautifully finished leathers. 
over proven lasts. Six carefully chosen styles in stock. 
Write for Fall Style Folder. 


PI EAWWVAWIS 


Edwin Clapp & Son, Inc., East Weymouth, Massachusetts 
For 87 years. one of the greatest names in American 
shoemaking. . Inquiries from retailers invited. 
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Maracain is the most significant leather of the second showings. 
Its natural beauty, for Maracain is a hand-crafted kid, makes it the 


preferred leather for the simple designs, so typical of the late Fall 
and Winter shoes. No wonder then, that Maracain is the choice of 


fashion-minded, comfort-conscious women. Youth, career women and 
matrons buy it for campus, town and country, through all seasons. 


With retailers and manufacturers, as well, Maracain holds a 


spotlight position. y- vy 


(New Cnstl. Se Alllied (X,; | Qitiisieicy 


100 Gold Siveet, New York City 
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THIS WEEK IN THE 


Saturday, AUGUST 3, 


SHOE TRADE 


1940 


National News 





Chicago Retailers Look for Early Fall 





Backward Summer Showing Expected to React in Earlier Start 
of Fall Business—Buyers Place Sizable Orders in Preparation 


Cuicaco, Int.—An early and active 
Fall shoe business is expected by shoe 
retailers and shoe department heads 
in the Chicago area. The backward 
Summer season is expected to acceler- 
ate an early Fall business both in 
downtown and outlying suburban areas. 
Due to the fact that the Summer sea- 
son was slow in starting, most re- 
tailers did not buy too heavily and ex- 
pect to finish up the period in good 
shape. Although all of June and the 
first part of July were cool, a pro- 
longed spell of hot weather helped 
spurt additional white sales. 

Summer suedes and the light, airy, 
perforated, and soft versions have been 
selling well since mid-July, and a good 
number of Fall shoes have already 
started selling. Black suede is ex- 
pected to account for 65 per cent of 
the early business in the shops and 
higher-priced lines, with 25 per cent 
to 30 per cent falling into brown, a 
color which is coming forward rapidly 
due to the predicted popularity of 
tweeds for Fall wear. Carson-Pirie- 
Scott & Co. recently devoted all of its 
State Street fashion windows to pro- 
motion of the theme, “Black casts its 
shadow into an early Fall,” which in- 
cluded several windows of black shoes. 
Marshall Field & Co. are promoting 
“Warm Brown Suedes Fit Into the Fall 
Color Scheme.” The rest of the color 
interest will be divided between wine 
and blue. 

In the moderately priced stores, black 
is expected to lead by from 85 to 90 
per cent. Antiqued leathers in brown, 
black and wine are receiving a lot of 
early interest. Alligator in all-over pat- 
terns and suedes with: alligator trim 
are also, in the opinion of many, in 





Dates to Remember 


Annual Outing Greater Buffalo Shoe 
Retailers Association and Affiliated 
Shoe Trades, Walker’s Grove, Wil- 
liamsville, N. Y August 14, 1940 

Monthly Showing Chicago Shoe Trav- 
elers Association, Morrison Hotel, 
Chicago, Ill August 26, 27, 1940 

National Men’s Shoe Week 

September 14-21, 

Official Opening of American Leathers 
and Style Conference for Spring, 
1941, Waldorf-Astoria Hotel, New 

September 16, 17, 1940 

National Shoe Fair, Hotel Stevens, Chi- 
cago, Ill January 6, 7, 8, 9, 1941 

Michigan Annual Shoe Fair, Michigan 
Retail Shoe Dealers Association, 
Hotel Statler, Detroit, Mich. 

January 12, 13, 14, 1941 

Charlotte Shoe Show, Hotel Char- 
lotte and Hotel Selwyn, Charlotte, 
DM hutwebcwns January 12, 13, 14, 1941 


1940 


Joint Annual Convention Southwest- 
ern Shoe Travelers Association and 
Texas - Oklahoma Shoe Retailers, 
Hotel Adolphus, Dallas, Texas 

January 12, 13, 14, 15, 1941 





for their biggest Fall season in several 
years. 

Wedges are definitely in the picture, 
but will probably fall into two classi- 
fications, the low modified versions for 
street wear, which should be extremely 
good, and the very high ones for eve- 
ning, with few of the dressy afternoon 


[TURN TO PAGE 38, PLEASE] 


Orders Lag on Volume Shoes 


Boston, Mass.—Merchants through- 
out the country are not buying volume- 
type shoes in the quantities usual at 
this time of year, according to reports 
received from salesmen recently re- 
turned from their territories. Although 
orders are being placed, these men re- 
port, they are only from 20 to 35 per 
cent of what the salesmen had hoped 
to get. It is their belief that this re- 
luctance on the part of the retailer will 
continue until new styles for Fall have 
had their showing in the accepted fash- 
ion centers of New York, Chicago and 
the West Coast cities of Los Angeles 
and Hollywood. If these new styles 
lend themselves to adaptation in the 
volume grades, an immediate pick-up 
is expected. 


Chandler With Groves 
Shoe in Iowa 


Cuicaco, Itt.—J. K. Chandler is now 
representing the Groves Shoe Co. in 
Iowa, with headquarters at Fort Dodge. 
Mr. Chandler was formerly with the 
Wohl Shoe Co. 


Endicott-Johnson to Make 
Flying Cadet Shoes 


Boston, MAss.—Manufacturers com- 
peting for a United States Army order 
totaling 2580 pairs of black calfskin ox- 
fords for the use of flying cadets, quoted 
as high as $3.87 per pair in bids which 
were opened at the Boston Quarter- 
master Depot on July 24. The order, 
however, was awarded to the Endicott- 
Johnson Corporation at $2.79 per pair. 
This is four cents per pair higher than 
the price at which the last award was 
made, on May 21, when approximately 
400 pairs were ordered from the Hub- 
bard Shoe Company of Rochester, 
N. H., at $2.75. 
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Every Season Has Its Overshoes 


[CONTINUED FROM PAGE 17] 


Winter, the new sandal rubber is real 
news for Summer wear. The extreme 
opposite of the boot, it is little more 
than a sandal with added protection at 
the back and under the instep. It is 
the perfect Summer overshoe —light 


Right, left to right: 
Child’s cozy lined boot 
with strap snap buckle. 
Woman’s three - button 
lined boot in grain sur- 
face. Both models from 
Endicott - Johnson. 
Walled last accented by 
“patent” on woman’s 
boot with unusual sur- 
face treatment. A Shu- 
glov from the Footwear 
Division of the Hood 
Rubber Co. 


and gay in transparent greens, amber 
and red, and in solid red, white and 
black. A semi-opaque dark brown is 
soon to be added for brown Fall shoes. 
And for Winter evening shoes there 
will be transparent gold and silver. Be 


on the lookout for them! They are 
worth your while. 

For children there is a large assort- 
ment of galoshes and boots. We show 
two models here, but there are plenty 


of others on the market in attractive 


Left: “Rain-Chex” they 
call this new kind of 
overshoe, made by the 
De Noronha Rubber 
Products Corp. It comes 
in six colors and black 
and white. It is made 
of pure gum, is non- 
skid and seamless. Neat 
packaging makes it 
easy to carry in hand- 


bag. 


_—s 


styles and gay colors. There is a red 
shoe, for instance, with gay red and 
white striped foxing, good enough to 
eat. There is a good, steady business in 
overshoes for children and there are 
real promotional possibilities also. 





Chicago Retailers Look 
For Early Fall 


[CONTINUED FROM PAGE 37] 


types sold. Carved wooden heels are 
also definitely expected to sell well, 
especially when combined with wooden 
trim in buckles and bows. Fields are 
promoting black suede bags with nat- 
ural wooden handles as good Fall ac- 
cessories to be worn with this type of 
shoe. Pumps, especially in the d’Orsay 
cut, lead in the dressy versions. The 
conservative type stores report a defi- 
nite trend to more trim tailored ties. 

Pre-college bus.ness, which is now 
being accelerated with the opening of 
college shops in most of the department 
stores, shows that saddle oxfords are 
still the favorites with the coeds. How- 
ever, there is also a demand for the 
heavy brogues or manish shoes, for 
the crepe sole oxfords, and for the very 
low wedge heels. 


Sizable Orders Placed at 
Travelers’ Showing 


An expected early Fall shoe buying 
season was further indicated for the 
Midwestern area by orders placed by 
retailers at the regular Monthly Shoe 
Buyers Day held by the Chicago Shoe 
Travelers’ Association at the Hotel 
Morrison, July 22 and 23. The fact 
that many people did not buy Summer 
shoes and thus will be in need of new 
shoes earlier this season, led to a num- 
ber of large placements. More than 80 
lines were shown at the event, which 
has grown to cover four floors of the 
hotel. 

Black in suede materials both in 
plain and trim versions continued to 
lead sales by some 85 per cent in the 
higher-priced lines and even ranged 
higher in some of the lower and pop- 
ular-priced lines. The rest of the busi- 
ness was in browns, wines and blues, 
with slightly more interest in the latter, 


than there has been for several Fall 
seasons. Several salon type dealers also 
expressed a slight interest in greys. 

Elasticized versions are still in de- 
mand, with the new heel adaptations 
creating the most interest. There is 
a good demand still for the scooped-out 
wedges and the three-quarters and mod- 
ified versions of wedges. Buying in- 
terest seems to be swinging, however, 
to the new furniture and carved heels, 
both in natural and black in several 
heights. Among some of the outstand- 
ing novelties were suede-covered heels 
with contrasting stitching for trim. 
There was also some buying among 
the high style and novelty type retailers 
of the shoes with plastic glass heels, 
trim and elasticized section. Suede 
shoes with contrasting stitching for 
trim and suedes with reptile heels and 
trim also sold well. 

Sport oxfords moved well at this 
show, particularly in the college and 
school areas. Saddle oxfords remain 
volume sellers, most of them with the 
washboard type sole and small wedge 
heel of sponge rubber. 

A number of good orders were also 
placed for house and boudoir slippers, 
which have been moving in volume since 
about June 15. The colorful new wedge 
heel versions were especially in demand 


W. E. Beifus Named Blauners’ 
Divisional Manager 

PHILADELPHIA, PA.—William F. Bei- 
fus, associated with the shoe depart- 
ments of Blauners, Inc., prominent 
Philadelphia specialty store, at Ninth 
and Market Streets, for eleven years, 
has recently been appointed divisional 
manager of 19 departments of the store. 

Mr. Beifus’s sucess has been remark- 
able when you consider that he is today 
only thirty years old. He started with 
Blauners eleven years ago as a sales- 
man in the women’s shoe department. 
Seven months later he was made assis- 
tant manager. He was assistant for 
two years and then advanced to buyer, 
which position he has held for nine 
years. 

Mr. Beifus wishes to acknowledge the 
congratulations he has received from 
his friends in the shoe trade and to tel! 
them that he will still be associated in 
business with them for he will continue 
to be in complete charge of the purchase 
of shoes for the women’s and children’s 
shoe departments, with the assistance 
of the following buyers in each depart- 
ment, Joseph Schwartz, better shoes; 
Leonard Werner, medium grade shoes; 
Robert Taub and Herbert Keller, lower 
price shoes. 


New Location 


DELAND, FLA.—The Jones Shoe Shop. 
one of the oldest business establish- 
ments in the city, has relocated and is 
now operating at 139 N. Boulevard. 
Eugene H. Jones is proprietor. 
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Sponsored by Creators of ¢ 





Custom Built Shoes 


EU 


oan ro oa SHORTER MEN 
ES THEM 


OVER "ONE INCH TALLER 
THEY LOOK LIKE OTHER SHOES 
IN STOCK 


TO RETAIL PROF TABLY AT 
$12.50 UP 





Benched by C. T. Cole 
COLE ROOD & HAAN CO. 


CHICAGO hs ILLINOIS 


i el 


Bowling Shoes 











PROFESSIONAL 
BOWLING SHOES 


Ne. 240 
BROOKS Snut mFG. CO. 
Swanson & Ritner . Philadeiphis 


li li ial 


Carton Labels 


reas: DAVIDSON 


—A DV ER TISING PRES 








Accent on Accessories 
[CONTINUED FROM PAGE 21] 


is not feared by the Bowmans or their 
energetic local representative, Mr. 
Nelson. 

The importance of effective merchan- 
dise display, both within the store and 
in the windows, is fully recognized, with 
the result that windows are most attrac- 
tive and liberal space is also given to 
displays within the store. Accessories 
play a prominent part in these displays, 

, handbags, dressings and 
Satie items are prominently featured. 
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Held and Stern Head Midwest 


Shoe Fair Committee 


CINCINNATI, OH1I0—Gene Held, buyer 
for all of the upstairs shoe departments 
at Mabley & Carew in Cincinnati, was 
elected general chairman of the Mid- 
west Shoe Fair Committee for the 1941 
Fair at the final meeting of this com- 
mittee, in late July. 


E. E. HELD 


Joseph S. Stern, president of the 
United States Shoe Corp., Cincinnati, 
was named vice-chairman at this same 
meeting. E. C. Horn, Brown Shoe Co., 
and George Dohrman, Irwin Shoe Co., 


JOSEPH S. STERN 


were continued in their offices of secre- 
tary and treasurer, respectively. Frank 
Weber, who has been chairman of the 
committee for the past five years, was 








MORE SALES 


MORE PROFITS 


with the brand par- 
ents know and prefer 


Right into your juvenile de- 
partment step parents whose 
children have graduated from 
ideal baby shoes .. . best sell- 
ing line in the country. . . if 
you carry the Ideal companion 
line . . . Mrs. Day’s Flexible 
Walking Shoes. 


Having learned of Ideal quality 
and dependability in baby 
shoes, it is natural that parents 
prefer and seek larger sizes 
with this recognized mark. 





Hundreds of retailers have 
found that Mrs. Day’s Flexible 
Walking Shoes solve the prob- 
lem of customer turnover by 
bringing to them a constant 
supply of new juvenile cus- 
tomers to replace those lost to 
adult departments. For full 
Particulars write to— 


MRS. DAY'S 
IDEAL BABY SHOE CO. 
DANVERS, MASS. 


























named honorary chairman at this sam« 
time. 

Also at this meeting all sub-commit- 
tee reports on the 1940 Fair were sub- 
mitted and proved conclusively that the 
Fair had been a complete success—al! 
previous attendance records being 
broken. 

This meeting was the last of the cur- 
rent season, and the committee ad- 
journed for the Summer. The first 
meeting for the 1941 Fair will be held 
in October, and at that meeting ar- 
rangements for the coming show will 
be started and the committees and com- 
mittee chairmen named. 
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Business Shows Slight Gain 
At Buffalo Show 


BuFFALO, N. Y.— Attendance was 
termed as fair and business per unit 
sale somewhat larger than last April, 
at the Mid-Summer Shoe Style Show 
sponsored by the Buffalo Shoe Tra- 
velers, at the Hotel Lafayette, here, 
July 21 and 22, by Louis Rubin, chair- 
man of the exhibitors’ committee. The 
attendance was well scattered through 
the state and a few points in adjacent 
states, but Canadian attendance was 
held down by the new passport require- 
ments. 

Stocks of retailers were reported by 
travelers as fairly good, although two 
weeks ago a sudden rush developed for 
Summer shoes which was hard to meet 
promptly because of its late develop- 
ment. 

The styles in women’s shoes most 
popular with those buying at this show 
were suedes, with patents second. Bur- 
gundy and black were the most popular 
colors. Open toes led in the early sell- 
ing and scoop heels also proved pop- 
ular. The new furniture heels excited 
considerable interest. Wedge shoes 
were in fair demand. 

Rubber soles perdominated in the 
sport types with the three leading col- 
ors ranking as brown, black and Bur- 
gundy. 


Coast Stores Ready for Fall 


SAN FRANcIsco, CALIF.—San Fran- 
cisco and Oakland shoe retailers are di- 
viding their attention now between 
clearing their shelves of old stocks, and 
making first showings of Fall styles. 
Most dealers state that business is just 
about on a par with last year. A few 
reported a nice increase over last year 
for the first six months of 1940, and 
others stated that it ran just about the 
same. Wedges have been selling stead- 
ily, with some favorable activity in the 
higher price brackets. The medium- 
priced numbers, however, have produced 
the bulk of the sales. The same has 
proven true with whites and open Sum- 
mer models. Sports models and com- 
fort walking shoes have proven popular 
with vacationists and with visitors to 
the Golden Gate Exposition. 

July clearance sales showed two 
trends. Some merchants made drastic 
price slashes of fifty and sixty per cent 
on all Summer models and much of 
their regular stock in a drive to clear 
their shelves and not have any carry- 
overs. 

Others made only reasonable sale re- 
ductions of one to three dollars a pair 


on good numbers, preferring to carry- - 


ing them over rather than dump them 
on the market at sacrifice prices run- 
ning below costs. The only drastic re- 
ductions this group made is on short 
broken lines and poor numbers. 

As one dealer put it, “You can’t make 
any money by giving away your profits 
and taking losses on good merchandise 
that will still be good another year.” 








FOLLOW THE TREND 


Bowlers are changing 
their buying habits— 
going to retail shoe mer- 
chants for their require- 
ments. It's a nation- 


wide trend—and con- 
stantly growing. Cater 
to this huge new market 
and you will profit. 

















SHOES TO MEET EVERY DEMAND 


The Athletic Shoe Company is one of the 
oldest and largest bowling shoe manufac- 
turers in the country. Through long ex- 
perience in catering to bowlers, we know 
the kind of shoes men and women bowlers 
demand and the prices they are accustomed 
to paying. The complete line made by the 
Athletic Shoe Company offers retail shoe 
merchants an unusual opportunity to get 
in on this new trend with “America’s 


fastest selling bowling shoes.” 





Good Response to New Heel 


Cuicaco, ILt.—A novel version of the 
wedge heel which is receiving excellent 
customer response at Marshall Field & 
Co. is the “prow” heel. This is referred 
to as a streamlined and modified version 
of the wedge. The wedge portion is 
extremely narrow at the base and 
scooped out at the side, but still gives 
full support to the heel of the foot. 
Promotion states “The New Prow Heel 
points to Fall and femininity. The 
Prow, with its cleverly scooped-out 
sides, its delicately shaped back, points 
to a new and more graceful silhouette 
for Fall. Definitely feminine, alto- 


20 Numbers in Bowling Shoes 
and Oxfords for Men and 
Women. To retail from $2.50 
to $5.00. 


SEND FOR 
CATALOG AND 
PRICES TODAY 


MAKERS OF THE FAMOUS 
REST-RITE SLIPPERS 


THE ATHLETIC SHOE COMPANY, 930 N. Marshfield Avenue, Chicago 


gether flattering—it retains the good 
feeling of heel-to-toe support, eliminates 
bulk and adds an airy fairy lightness 
that you'll love.” The shoe is offered 
both in pump and step-in versions. 


Takes on Additional Line 


Burra.o, N. Y.—H. Glassman, sales 
representative of Julius Goldstein & 
Sons, has taken on an additional line, 
the Goodman & Singer Shoe Co., fac- 
tory distributors of children’s, women’s 
orthopedic and other types. Mr. Glass- 
man is a shoe man of 18 years’ expe- 
rience with a wide following in the 
trade. 





eer 


Children's Shoes 


Soles and Heels 


orem li eile eli! 





NO SPREAD, NO 7g oe NO BULGE 
METAL FLEX Non-Slip 
LITHOX Soles, Meola ond Sheets for 
your popular priced shoes 
THE LITHOX corp. 
WAPAKONETA, OHIO, U.S.A. 
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Carton Labels 


Factory Museum 


DANVERS, MAss.—Mrs. Adra L. Day, 
president of Mrs. Day’s Ideal Baby 
Shoe Co., has moved tc a site beside the 
factory, the little old shsce shep in which 
she began business in 1902. 

In its new location the little old shop 
stands in a garden of flowers. Within 
its walls are kept specimens of chil- 
dren’s shoes, like pegged school shoes 
and copper-toed boots, as of early days 
in American shoemaking and, also 
specimens of shoe tools as used in hand 
method days and some models of early 
sewing machines. 
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Sam Green Joins 
Bourbeuse Shoe Co. 


St. Louis, Mo.—Sam Green recently 
became associated with the Bourbeuse 
Shoe Company, Union, Mo., as a special 
sales representative. Mr. Green brings | 
to Bourbeuse a special knowledge of | 


! 
| 
| 
| 


SAM GREEN 


shoe merchandising from the retail 
angle, having been with the United 
Shoe Stores, whose headquarters are 
at Shreveport, La., for the past twelve 
years. This season Mr. Green is cover- 
ing the States of Kentucky, North Car- 
olina, South Carolina, Georgia, Ala- 
bama and Florida with the Bourbeuse 
line. 

A little over a year ago the Bour- 
beuse Shoe Company was organized by 
Andrew Browne, Eddy Neunuebel, A. 
Gilbloom and C. J. Jannings. In financ- 
ing the business, the town of Union 
bought the preferred stock issue as an 
expression of faith in these gentlemen, 
all practical shoemen. Their record of 
operations was so satisfactory during 
the first year that the townspeople re- 
cently got together and voted to return 
to the company the entire year’s pre- 
ferred dividend as a token of apprecia- 
tion. 


New Miami Store Opened 


MIAMI, FLA.—O’Berry & Pope is the 
name of a new shoe store opening in 
the Seybold Building and catering ex- 

to men. Angelo Donnelli 
shoes will be featured, along with sev- 
eral other high-grade lines. 

The men operating the shop are well 
known to Miamians. For seven years 
Mr. O’Berry operated the O’Berry Shoe 
Store, Inc., in the same Arcade where 
the new shop is located, and for some 
years past has been connected with 
Johansen Brothers of St. Louis, as their 
southeastern representative. Y. G. Pope 
was with Burdine’s, Miami, for eleven 





SCOOP WITH SCOOPS 


3200B—Blk. Suede Rosette Bow Sandal 
Scoop Wedge Heel—Open Toe 


3201B—As above in All over Blk. Pat. Lea. 
3202B—As above in All over Green Suede 
3203B—As above in All over Wine Suede 


$1.40 per pair NET—M-WIDE 


300 NOVELTY STYLES 
$2.00 and $3.00 Retailers In Stock 
SAMPLES SUBMITTED ON REQUEST 


Salesman Samples, Patent Suede Calf 
75¢ 


ROGERS BROS. SHOES, INC. 
216 LINCOLN ST. 
BOSTON, MASS. 











years, much of that time serving as 
manager of the men’s shoe department. 


Store Incorporated 


SPOKANE, WASH.—Rusan’s, a retail 
store selling ladies’ sportswear and 
shoes, has been incorporated by Russell 
S. Walker and Robert Weinstein for 
$10,000. 

The new firm has leased space at 
W512 Riverside Ave. 

Mr. Walker, who was formerly one 
of the operators of the Savon Shoe 
shop, at W801 Riverside, has left for 
Los Angeles on a buying trip for the 
new undertaking. 


Correction 


SoutH BRAINTREE, Mass.—The C. B. 
Slater Company, makers of men’s, wo- 
men’s and children’s welt and turn 
shoes, calls attention to the fact that 
the firm has merely acquired the right 
to manufacture the well-known Air-O- 
Pedic line of shoes for women, formerly 
made by the Air-O-Pedic Shoe Company 
of Brocton, and that Paul C. Wolfer. 
former executive vice-president and 
general manager of the W. L. Doug- 
las Shoe Co., Inc., is neither in charg« 
of production nor of distribution, a: 
was stated in Boot AND SHOE RECORDER 
issue of July 13, according to previous 
information. 
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MATCHED 


IT’S FOLLOW-THRU THAT COUNTS! PAIRS 


After the careful creation of a last style . . . follow-thru 
with Celastic to reproduce and maintain the toe line» of 
the last. 

In particular, Celastic means flexible tip lines, rigid side 
walls, smooth linings and resistance to moisture, heat 
and wear. 

In the making . . . in the wearing . . . Celastic brings 


satisfaction in matched pairs. THE QUALITY 


BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Workshoes 


el nial 


STEEL TOE 
Stes satety SAFETY SH 
and 


(Patented) 





POPULAR PRICED 
WORK SHOES 
Carried in Stock 
GOODWILL SHOE 
COMPANY 
Holliston, Massachusetts 














Moccasins 


FE 


MOC-ABOUTS 


U. S. Pat. Of. 


137. 
in Stock for Men & Boys. 
Chee. Retan Up- 














TRAIL MAKER MOCCASINS 
for MEN, WOMEN and CHILDREN 


18 STYLES 
IN-STOCK 


AU pepular colors 
combinations 


FOR CATALOG 
SACO-MOC SHOE CORP."9gTt Ano 








PS 





Hot Spell Clears 
Summer Stocks 


Cuicaco, Int.—The sudden ascent of 
90 degree and above heat wave in the 
Chicago area has been a boon to shoe 
retailers whose white shoe sales have 
lagged considerably. With the coming 
of the hot weather which continued over 
a week without relief, merchants not 
only experienced extra good business on 
their clearance sales but were also able 
to move a considerable amount of white 
and white combinations at the regular 
price. The hot weather also brought 
the opening of the local beach season 
and helped boost sales of play and 
beach shoes, particularly in the lower 
price ranges. 
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Cam@iaee Ser Gencsel 
Court Membership 


Boston, Mass.—George J. Evans, a 
member of the L. B. Evans’ Sons Shoe 
Company of Wakefield, Mass., has an- 
nounced his candidacy for membership 
in the General Court of Massachusetts 
as representative of the 22nd Middle- 
sex District, comprising the towns of 
Stoneham, Melrose and Wakefield. In 


GEORGE J. EVANS 


addition to being a member of the 
board of directors of the company 
which was founded by his great-grand- 
father, Lucius Bolles Evans, in 1842, 
Mr. Evans acts as sole leather buyer 
and supervises work in the stock-fitting 
department. 

Ex-chairman of the Wakefield Board 
of Selectmen, president of the Y.M.C.A., 
director of the Wakefield Trust Com- 
pany, and actively associated with other 
Wakefield institutions, Mr. Evans is 
ene of the best-known members of a 
well-known family which for 200 years 
has made its home within a mile of the 
present Evans factory, and which has 
records justifying its claim that the 
Evans company is the oldest shoe man- 
ufacturing concern in the United States. 

Mr. Evans is a graduate of Williams 
College and of the Suffolk Law School, 
with ten years of business experience. 
His many friends in the shoe industry 
wish him good luck in his latest ven- 
ture. . 


Dickerson Heads 
Business Bureau 


CoLumBus, On10—Walker T. Dicker- 
son, president of the Walker T. Dicker- 
son Co., Columbus, O., shoe manufac- 
turers, has been elected president of the 
Columbus Better Business Bureau. 
Simon Lazarus, president of the F. & 
R. Lazarus & Co., large department 
store, was elected a vice-president. 


Concentrated Buying Lessens 
Season Markdowns 


DENVER, CoLO.— Season-end mark- 
downs have been practically eliminated 
at the women’s shoe department of the 
Denver Dry Goods Company as a re- 
sult of a plan adopted by Buyer W. J. 
Carty for concentrating the bulk of 
his stock on a few best-selling numbers. 

Instead of spreading out his pairage 
over a wide variety of styles at the 
beginning of the season, Mr. Carty 
concentrated his planned buying on the 
few types of shoes he felt were going 
to sell best—in each line and color. 
Then, carefully “weeding” this planned 
buying schedule, he eliminated four of 
those types without decreasing his pair- 
age and placed those additional pairs 
behind the styles, colors and types he 
felt would move 100 per cent. 

In most cases, he practically doubled 
last year’s buying on these few items, 
in some cases going even stronger. 

“Some buyers will probably say that 
I took a long chance—and I no doubt 
did—but we hit 100 per cent,” says Mr. 
Carty. “Most stores now have unit con- 
trol systems which make it possible 
to tell very accurately what classes of 
merchandise they are going to sell. 
With that help, any buyer can follow 
this plan and get results. 

“Besides eliminating mark-downs on 
a lot of odds and ends, the plan enabled 
us to serve customers much better than 
before. We were able to fit 95 per cent 
of those who came in.” 


Portland Stores Predict Big 
Fall for Blacks 


PORTLAND, ORE.—Shoe business in 
Portland has been better than expected 
in all lines with the stores. It’s been a 
good white season with stocks well 
down and with the semi-yearly clear- 
ance sales held during July in most 
retailers’ stores most lines will be dis- 
posed of to make room for the Fall 
stocks. Dealers are almost unanimous 
in predicting that black will be the big 
seller in Fall lines of merchandise. 

Black suede will be a popular num- 
ber, and retailers are estimating Fall 
business will go about 85 per cent for 
black, with browns and alligator trims 
making up a large portion of the rest 
of the sales. Step-ins and pumps with 
bows are expected to be in demand as 
to styles. 

Customers, Portland retailers report, 
are buying shoes in the higher price 
ranges and not showing so much in- 
clination to attend marked-down sales. 
One store reports that as far as they 
are concerned they believe the day is 
gone when one can advertise “153 
Pairs of Shoes on Sale at $1.17 a pair’ 
and expect to get any response. Shox 
customers have been “saled” to death 
is a common belief, and consequently 
they seek the purchase of better grad: 
shoes. 
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Shoes Take Cues From | 
Children’s Ready-to-Wear 


[CONTINUED FROM PAGE 28] 


Bright red in corduroy, flannel, vel- 
veteen; woolen—anything so long as 
it was bright fireman red. Red in 
coats, in dresses, in skirts, jackets, 
jumpafores, in ski, snow and skating 
suits, red hats, red gloves, red pencil 
boxes, bags, accessories. And blue— 
soldier blue, airline blue, and very im- 
portant, stone blue (softly greyed) re- 
placing previous interest in teal. 

What does all this point to? In- 
creased importance of black in shoes— 
and of blue in shoes. Increased use of 
red trimming in shoes—as mentioned 
above. We saw black shoes trimmed 
with red (we show one here), we saw 
blue shoes trimmed with red—and very 
smart they were. 

A light caramel brown took honors, 
particularly in coats. And black coats 
were mentioned as being a dark horse. 
A darker brown was also shown, par- 
ticularly in corduroy and velveteen, and 
dark wines, dark blues and dark greens. 
Which means that Toffee Tan and 
Conga Brown will have a nice share 
of the children’s business—and that 
Promenade Green, Red Port, Military 
Grey, will also have some importance 
in promotional types. 

Plaids, checks, stripes were empha- 
sized in ready-to-wear, particularly in 
detachable linings, skirts, jumper suits, 
jackets. Here is opportunity to pro- 
mote some of your high-colored shoes, 
some of your saddles with color inter- 
est, some of those shoes you bought to 
add zest to your line. 

Materials in clothing are rich and 
opulent for the coming Fall and Winter 
seasons. Prime in importance is cor- 
duroy—in ski and snow suits, skirts, 
jumpers, jackets, dresses—in bright 
and dark reds, in bright and dark 
blues, in greens, browns greys. And 
the newest development in the shoe 
field to parallel the importance of cor- 
duroy in clothing is the appearance 
of the corduroy shoe. We saw it in 
a saddle oxford—with leather saddle 
on a corduroy upper—in wine, green, 
red, brown, to harmonize with or match 
the outfit. This matching of corduroy 
shoe to costume offers wonderful pro- 
motion possibilities. For your more 
conservative customer you can promote 
dull leather surfaces—reversed or 
sueded leathers, perhaps with a touch 
of smooth, grained or reptile trim; or 
even smooth surfaces to contrast with 
the dullness of the corduroy. But, 
whatever you do, be sure to have some 
sort of tie-up with the strong trend to 
corduroy sports clothes. Next to cor- 
duroy in importance is its close rela- 
tive—velveteen; velveteen in soft rich 
blues, in black and white checks, in 
rich golden browns, in dark greens and 
wines. And again, the same types of 
shoes can be promoted—dull surfaces 
with contrasting areas, or smooth or 
novel surfaces to provide contrast with 
the costume. 








Taylor-Made dealers will 


TAYLOR’ 
September 


TAYLOR'D BROGUES = 
in LIFE beginning be 
typical representative 
Made line as a whole. 
of men’s shoes retailing 


feature 


D BROGUE WEEK 
9 to 4 


0-SO-EZ-E 
dvertised STYLE 3017 
a 


September 9...are 
of the Taylor- 
_.a complete line 


from $5 to $7-5° 


_.one of the smartest lines in the 


country - - 


_ nationally advertised 


_..150 patterns to suit every age, 


every taste. 
service ...a fifty year repu 


tation for dependability 
which makes and keeps 
customers . ..a line with 
which you can build a 
stable, profitable men s 
business. For our new 
catalog, just off the press, 
and further details, write 


—E-E- TAYLO R 
CORPORATION 


275 CONGRESS ST. 
BOSTON 


PROOF THAT CUSTOM 


CHARACTER NEED 
NOT BE EXPENSIVE 


..prompt stock 


0-SO-EZ-E 
STYLE 3016 


Fleece is the big word in coats—the 
soft fluffy type that is the love of every 
child. And chinchilla fleece—with its 
nubby surface, good in black, stone and 
soldier blue, olive green, rusty red and 
a light caramel brown. All this means 
that you will sell more black shoes for 
school wear, because the fleece coat is 
definitely a school or play proposition. 
And the appearance of brown furs on 
dress coats—small beaver collars, 
muffs, pockets, detachable trimming— 
points to an increased demand for 
brown shoes for dress. 


New Family Store Opened 


PROVIDENCE, R. I.—Hoyle Shoe Mart, 
Inc., is a new retail family shoe store 


with Irving Perlow, president; Benja- 
min Askins, treasurer, and H. S. Blank, 
manager. It is located at 803 West- 
minster St. and features footwear up to 
$3.98. 


Shoe Man to Wed 


OMAHA, Nes.—William W. Patton, 
well-known manager of the women’s 
and children’s shoe departments of the 
Thos. Kilpatrick Company, here, will 
walk the middle aisle on August 12 
with Miss Dorothy Wilcox, for ten 
years buyer of women’s gloves and 
neckwear for the same store. Both are 
well known in New York, Chicago and 
St. Louis trade circles. 
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Saddle Oxfords 
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SADDLE OXFORDS 
IN STOCK 


READY TO SHIP TODAY 
PACKED IN 18 PAIR CASES 


White elk 
rt $2.00 
RETAILERS 





> $ stucne 
ee [1.172 
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VARNEY SHOE 
MANUFACTURING CO. 
LYNN, MASSACHUSETTS 
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Store Fixtures 
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HOWELL 
CHROMSTEEL FURNITURE 
FOR SHOE STORES 


Your customers will like the modern style 
and comfort of Howell Chromsteel. You'll 
like the way it looks and wears.Write for 
Catalog of Shoe Store Equipment now. — 


HOWELL. “ctneteame 





Occupies New Building 


ARKADELPHIA, ARK.—The J. L. Cald- 
well Shoe Store now occupies the new 
Cupp Building on Clinton Street, the 
firm having moved into its new quar- 
ters recently. 
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Portland Retailers Hold 


Interesting Meetings 


PORTLAND, ORE.—The Portland Re- 
tail Shoe Dealers Association, held 
their July meeting with Max Delmar, 
of the Reliable Shoe Company of Port- 
land, as chairman of the meeting. 


THURMAN E. CURRY 


The shoe dealers to the number of 
35 were the guests of Manager Carl 
Wagner, of Blitz-Weinhard Brewery at 
a buffet supper served at the plant. 
Following the buffet supper which in- 
cluded ample glasses of the beer which 
has made this plant famous for two- 
score years, the shoe dealers were 
taken through the old and new addi- 
tions to the plant, and discovered they 


had become familiar with the fine: 


points of the beer industry. 

Dealers were more than ever sold 
on this cooperative idea, of making a 
close bond with those connected with 
the city’s leading industries. 

Thurman E. Curry, manager of Cur- 
ry’s Shoe Store of Portland, and aiso 
president of the Portland Shoe Retail- 
ers’ Association, will have numerous 
plans for the advancement of the in- 
dustry in Portland which will be sub- 
mitted to the association at their mid- 
September meeting. 

This was the final meeting of the 
shoe dealers for the Summer, and they 
will meet again to outline Fall plans 
about September 15. 


Ragalie Store Modernized 


OAK PaRK, ILL.—The Ragalie Boot 
Shop located at 13 W. Madison Street, 
is being completely remodeled and mod- 
ernized. The store is a family shoe 
store dealing in the better grade shoes 
and is operated by Sam Ragalie, one of 
Oak Park’s oldest shoe merchants. 


International Gets Big 
Army Shoe Order 


Boston, Mass.—The commanding of- 
ficer of the Boston Quartermaster De- 
pot has awarded to the International 
Shoe Company of St. Louis the contract 
to manufacture 452,028 pairs of service 
shoes for use in the regular Army. 
Bids were opened July 22, but the an- 
nouncement of the award was not made 
until July 29, one week later. The price 
per pair at which the contract is let is 
$2.48. Contracts for similar shoes, 
awarded following an opening of bids 
on June 25, called for prices ranging 
from $2.435 to $2.535. 


Bids will be opened August 3 cover- 
ing the manufacture of 5,000 pairs of 
16-inch leather boots. Specifications 
laid down by the government say that 
this boot is to be the same as, or equal 
to, No. 5027 in the line of G. H. Bass 
& Company. Upper leather is to be 
waterproofed, the forepart is to be half- 
moccasin, double vamp construction, 
with a three-lift leather heel, 8-iron 
top hole, 9-iron outsole and 6-iron in- 
sole, all of leather. The forepart of 
the sole and the heel are to be hob- 
nailed. 


Blessing Store Expands 


ELKHART, IND.—Fred A. Blessing 
will divide his time between the F. A. 
Blessing shoe store in Elkhart, Indiana, 
and the new store which the firm has 
bought in Chicago Heights, IIl., accord- 
ing to George Newman, manager of the 
Elkhart store. 

The personnel of the Chicago Heights 
store, to be known as the Blessing and 
Sons Shoe Store, includes, besides Fred 
A. Blessing, Mr. and Mrs. Stanton Bles- 
sing, Marcus Feigenbaum and William 
Stavrus. 

The addition of the new store to the 
firm, more than doubles the sales vol- 
ume and also the buying power, which 
will be used to provide a greater variety 
of styles and prices for the customers. 


New Catalog 


New YorkK—The Arnoff Shoe Com- 
pany, 101 Duane Street, New York 
City, today announced that their semi- 
annual catalog will be off the press and 
available to the trade on August 15. 


The Arnoff Shoe Company has built 
up a reputation as one of the largest 
distributors of moccasins in the coun- 
try, and Morris P. Arnoff reports that 
the new 48-page catalog will be unique 
in that it includes everything in the 
way of athletic footwear at popular 
prices. The new catalog illustrates 
shoes and boots for football, bowling. 
basketball, skating, skiing, riding, hik- 
ing, and also shoes and boots for mili- 
tary usage. 
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“yn — oranee and 
board—price in black. 


PRICE TICKETS 


blanks. Several designs in 
stock. Samples available on 


request. 

6 Doz.—$i.10. 12 Doz.—$2.00 
With Store Name imprinted 
100 ti 00 
200 tickets—$5.00 


Check with order please, un- 
less C.0.D. preferred. 


DISPLAY CARDS 


Each month, 14 informative 
and forceful selling messages 
on «apprepriately designed 





Detailed Informa- 


Color Fall Windows | 


with Decorative 
Display Cards 


and Price Tickets 


[47] 
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Request Second Hearing 
on Relief Shoes 


BuFFraLo, N. Y.—A request by the 
Greater Buffalo Shoe Retailers Associa- 
tion and Affiliated Shoe Trades for a 
second hearing in connection with the 
purchase of shoes by relief clients has 
been referred by Board of Supervisors 
to its welfare committee for consider- 
ation. 

The shoe association is making efforts 
to have the supervisors rescind its ac- 
tion in paying cash to the clients in- 
stead of giving them orders for shoes. 
Previously, the association worked out 
a smoothly working system under which 
welfare recipients received shoe orders 
direct from the department and ob- 
tained footgear at designated stores. 
Under the present cash system, clients 
buy shoes wherever they desire which 
the shoe association claims results in a 
cost of $100,000 for shoes to the tax- 
payers. 


Erect New Building 


MENASHA, WIs.—A two-story build- 
ing of structural steel and masonry 
construction, faced with brick, will be 
erected by the H. J. Tuchscherer & Son 
Shoe Co. on the site of the former 
building destroyed by fire in January. 
The new building will have four stores 
on the first floor, while the second floor 
will house five offices. The razed Tuch- 
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scherer Bldg. was the oldest brick 
building in Menasha. 


Personalizing a Trade Name 


In convention at Buffalo and Charlotte 
and in private style shows in Eastern 
centers, Lester Pincus of Duane Street, 
New York, is personalizing his trade 
marks by the use of a diagonal sash 
worn by the 4 B model, who became a 
walking advertisement of the name and 
the shoes. Miss Betty Hartz, beauty con- 
test winner, wearing a pair of the latest 
“Personalitee” carved - wood heeled 


shoes. 


E. W. McCain with 
General Shoe Corp. 


NASHVILLE, TENN.—E. W. McCain, 
formerly style man for Keith, Keith & 
McCain, recently joined the Gen- 
eral Shoe Corp., Nashville, as assistant 
to George Nolan, vice-president and di- 
rector of the women’s shoe division of 
the corporation. 

Mr. McCain is styling and selling the 
Betty Barrett $4.00 and $5.00 lines on 
which extensive national promotion is 
planned. 

Prior to his work as style man for 
Keith, Keith & McCain, he held a sim- 
ilar position with the Wolff-Tober Shoe 
Mfg. Co., St. Louis. 


H. C. Godman Creates 
New Vice-Presidencies 


CoLuMBus, On1I0—The board of di- 
rectors of the H. C. Godman Shoe Co. 
at a recent meeting of the board, in 
line with plans to revise their present 
system of operations, created three new 
vice-presidential positions. Appoint- 
ments to the new positions are as fol- 
lows: Bruce H. Compton, vice-president 
in charge of wholesale sales; John W. 
Lake, vice-president in charge of pro- 
duction, and J. O. Moore, vice-president 
in charge of the retail division, which 
includes the Miller-Jones retail chain 
of stores. 
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Successful Corrective Shoe Demonstration 





—_ 


SABEL S “CORRECTIVE SHOES 


Hochschild, Kohn & Co., of Baltimore, Md., recently staged an unusual corrective 
shoe demonstration in their shoe department, which is under the direction of 
Nathan Schenthal, when they had Mr. Savel, originator of the Savel Corrective 


shoes, in the store for two days, demonstrating the principles of the line. 


The 


demonstration was announced through radio spots and newspaper announce- 
ments and the department was crowded during the two-day showing. 

The promotion was so successful that a later engagement was planned and a de- 
partment is being built to give the line featured space in the future. 
Above is a display niche over the wall seating in the department in which the line 
is given prominent display. 





Obituaries 


Franklin E. Gregory 


Boston, Mass. — Franklin Edwards 
Gregory, founder and president of the 
Gregory & Read Company, well known 
Lynn shoe manufacturers, died July 24 
at the age of 64 years. He was widely 
known as a shoe salesman in every part 
of the country, and had been active in 
the affairs of the company until a short 
time before his death. His home was 
in Winchester, Mass. 

Mr. Gregory, who was born in Cam- 
bridge and educated in the schools of 
Framingham, had been active in affairs 


of the Boston Athletic Association, the 
Winchester Country Club and the Oys- 
ter Harbor Club. He is survived by his 
widow, Mrs. Muriel Davis Gregory; 
two daughters, Mrs. John S. Weather- 
ley of White Plains, N. Y., and Mrs. L. 
H. Rice of Winchester; and by two sons, 
Henry Davis Gregory of Honolulu, and 
Franklin E. Gregory, Jr., of Waltham. 

Funeral services were held in the 
Bigelow Chapel, Mt. Auburn Cemetery, 
Cambridge, on July 26. 


William H. Kelley 


PROVIDENCE, R. I.— William H. Kelley, 
for the past 26 years sales representa- 
tive for the Educator Shoe Co. and the 


International Shoe Co., died July 22 at 
the home of his sister, Mrs. Joseph H. 
Hackett, in this city. He had been ill 
for two months, and was in his 67th 
year. 

Mr. Kelley was at one time buyer of 
shoes for the O’Gorman Co. and later 
the Shepard Co., both department stores 
in this city. As sales representative on 
the road, his territory included New 
England and the Southern States. 


Henry C. Amazeen 


MILWAUKEE, Wis.—Henry C. Ama- 
zeen, 95, one-time president of the old 
Amazeen Shoe Co., here, died, recently, 
in a St. Petersburg, Fla., hospital. Mr. 
Amazeen was active in the manage- 
ment of the shoe firm for 50 years until 
his retirement in 1928. Funeral ser- 
vices for Mr. Amazeen were held July 
26 in Milwaukee. He is survived by a 
son and daughter. 





Shoe Men Named 
to Committee 


CoLuMBus, OHIO—H. N. Lape, of the 
Julian & Kokenge Co., Columbus, has 
been appointed a member of the oper- 
ating committee of a movement spon- 
sored by the Columbus Chamber of 
Commerce, known as the Mobilization 
for Understanding of Private Enter- 
prise, with its major objective the 
correcting of false and misleading state- 
ments or conceptions concerning busi- 
ness, free enterprise, and civil rights. 
W. T. Dickerson, of the Walker T. 
Dickerson Co., and R. W. Schiff, of the 
Schiff Co., were among leading indus- 
trialists named on the advisory council 
for the program. 


Retailers Give Traveler 
Birthday Party 


GRAND RaPips, MicH.—A number of 
shoe retailers in this vicinity enter- 
tained Curtis Johns, representative of 
the Groves Shoe Company at a surprise 
birthday party July 26. Mr. Johns is 
well known among shoe men at their 
social gatherings for his singing. He 
also sings for a number of service clubs. 








“The Point-of-Sale is still the Key- 
stone of the arch on which the plan 
of sale stands or falls—” 


F. W. Stewart, Jr. 
of Stern Bros., New York City 
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FOR MANY OF THIS SEASON'S 
NOVELTY SHOES 





[50] 


BOOT ann SHOE RECORDER, August 3, 1940 


leessfeed -» Mani hety 





SALESMEN WANTED 


| WANTED TO PURCHASE 


POSITION WANTED 








WE HAVE AN 
UNUSUAL 
OPPORTUNITY 
FOR SALESMEN 


that are producers, for our Factory 
Line of Women’s Corrective Walk- 
ing Shoes that retail for $3.00 and 
is backed up by an extensive In- 
stock Department. 

We want Salesmen that have an 
active following among depart- 
ment stores and good rated re- 
tailers. ; 

Give us details of what you are 
selling now, territory you travel, 
and type of people you are ac- 
tively calling on. 


Address 835, care BOOT & SHOE RECORDER, 
100 East 42nd Street, New York, N. Y. 











SIDELINE OR EXCLUSIVE—Nine patterns 
of sport oxford welts to retail at $3.00 and 
four patterns at $4.00, showing 35% to 45% 
profit for the dealer and paying 5% to 7% 
sales commission. No cash advances—only four 
territories now contracted. With application 
state territory covered, present lines carried 
and give character references. Address $731, 
care Boot & Shoe Recorder, 209 South State 


Street, Chicago, Ill. 





EW JERSEY and/or Pennsylvania, well- 

known Men’s and Boys’ line, retail $3.00 
and $4.00. Commission basis. Write full par- 
ticulars. Address $841, care Boot & Shoe 
Recorder, 100 East 42nd Street, New York, 
) ah A 





SALESMAN: By well-known manufacturer of 
*, Misses’, and Growing Girls’ Goodyear 
Welts and McKays, to retail at $2.00, $2.50, 


and $3.00. All styles carried in stock. Terri 
rkansas; Oklahoma; North and South 
Kansas; 
Georgia; 


tories—A 
ina; Illinois; Texas; Missouri; 
and ; 








ASSISTANT BUYER AND MANAGER for 
women’s and children’s higher grade shoe 
department in Philadelphia, State full particu- 
lars. Address $842, care Boot & Shoe Recorder, 
100 East 42nd Street, New York, N. Y. 


| WE y cash for close out lines of ARCH 
| SUPPORTS, Dr. Scholl’s and other national 
brands. Send list of sizes and styles. D. L. 
Dave, 634 Monroe Street, Denver, Colorado. 





SIDE LINE SALESMAN WTD. 


| SIDELINE SALESMEN WANTED: Michi- 

gan and Indiana open for experienced men. 

| Only producers need apply; we ship only well 

rated accounts. Opportunity to make extra 

earni: with fast selling shoes. Address $824, 

care & Shoe Recorder, 100 East 42nd 
Street, New York, N. Y. 











FOR SALE 


| Witt EXCHANGE OR SELL OUTRIGHT 

shoe store in Brooklyn. Carry good clean 
stock of family shoes, $35,000 volume; inven- 
tory $13,500. Interested to exchange for an 
other good shoe store in 6 o'clock closing town, 
over 40,000 population, with similar set-up. 
Differences, if any, to be paid in cash, or sell 
outright. Principals only. Address $837, care 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York, N. Y. 








AMILY SHOE STORE for 20 years; Will 

sell with or without stock. Address 2839, care 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York, N. Y. 





FOR SALE: SHOE STORE completely 
equipped. Established 1928; splendid oppor- 
tunity; no stock to buy; Broadway at 79th 
Street. Apply Kramer’s Shoe Shop, 230 West 
97th Street New York. Also, large Shoe Store 
in Greenwich, Conn. 





GHOE STORE FOR SALE: Doing an annual 
business of over $16,000 in Northern Wis- 
consin; 100% location in City of 15,000; Draw- 
ing area 50,000. Small inventory. Address 
$843, care Boot & Shoe Recorder, 100 East 42nd 
Street, New York, N. Y. 








Correction 


Abraham Goldberg, who recently re- 
signed as men’s, women’s and children’s 
basement shoe buyer at the Denver Dry 
Goods Co. and who recently returned 
from a vacation in California, will not 
establish a shoe repair business, as was 
erroneously stated on Page 60, in the 
July 6th issue. 

Mr. Goldberg has not made any deci- 
sion as to future business connections 
as yet, but hopes to make a connection 
as buyer in the near future. 


F_XPERIENCED SALES MANAGER now 
with reputable shoe house wishes position 
with a growing concern. Has had 21 years’ 
experience in shoemaking and styling of fea- 
tured as well as ordinary men’s and ladies’ 
shoes. Thoroughly acquainted with all office as 
well as factory departments. Has access to a 
large list of good retail accounts that purchase 
annually from $200 to $400,000. Married; 38 
years of age; French and English descent. If 
I become connected with the right concern. I 
can show a great increase in their sales. Can 
also bring an experienced sales force of 10 
men. Can furnish best of references. Address 
2838, care Boot & Shoe Recorder, 209 So 
State Street, Chicago, Il. 





LINE WANTED 


WANTED: Men's or Women’s line for Mid 

dlewestern States. Qualified person seeking 
qualified line. Address $836, care Boot & 
Shoe Recorder, 1627 Locust Street, St. Louis, 
Mo. 





| WOMEN'S $3.00 fast-selling style shoes, fo: 
West Virginia and southeast Ohio. Prefer 
manufacturer’s line with some in-stock facil- 
ities, priced for small chains and large dis- 
tributors. Strictly straight-commission side-line. 
| Give full details first letter. P. O. Box 199, 
Marietta, Ohio. 








Baltimore Store Enlarges 


BALTIMORE, Mp.— Goldstein’s Shoe 
Store, 577-579 North Gay Street, Balti- 
more, is soon to be enlarged. A lease 
has just been negotiated for the build- 
ing adjoining at 581 and extensive al- 
terations will soon be begun. The wall 
will be broken through and, when im- 
provements are completed, this will be 
the largest exclusive retail shoe store 
in the Old own section of Baltimore. 
The three buildings will have a total 
frontage of 42 feet. 

The Goldstein business was started 
44 years ago by Nathan Goldstein, who 
no longer is very active but who con- 
tinues to pay regular visits to the store. 
His son, David Goldstein, is the execu- 
tive head of the business and under his 
management, the enterprise has pros- 
pered. The firm also owns and operates 
the Wearwell Shoe Store, at 587 North 
Gay Street. This is operated as a 
popular-priced women’s shoe store while 
the large store carries footwear for the 
entire family and features some of the 
country’s leading brands. 








CLASSIFIED ADVERTISING RATES 
Lines Wanted” advertisement is 4 cents per word for all undisplayed advertisements. Mini- 
or all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
twelve words should be added for the address. In all other cases each word of the 


advertisements is $5.00 an inch with a maximum of 46 words. 
in advance. 
page must 








be in our New York office on Friday of the week preceding publication. “68 
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WANTED TO PURCHASE 








BUYERS OF 
MANUFACTURERS—RETAILERS 
SURPLUS STOCKS 
We buy for cash surplus or complete shee stocks. 

Branded or unbranded. Generous prices. 
Write, wire or phone. 
BARSH & CEASAR 
14 8S. Third St. Philadelphia, Pa. 
Phome Market 9130 








WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos 
tonians, Stetson, Red Cross, Nunn-Bush, Btc. 

IRVIN RUBIN 
“The House of Jobe”’ 
88 Reade St., Cor. Church 

Phone Barclay 7-7887. New York City 











SHOE STORES WANTED 
FOR CASH 


retailing men's, women's shoes from $6.50 
and up having short term leases. 
Write in confidence to 
A. L. BARIS, Pres. 
BARIS SHOE CO., INC. 
79-81 Reade St., New York 
unusual references on request. 








Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO.., Inc. 
106 Duane St. New York 
Phone WOrth 2-5377 and 5378 














Expect Big Crowd at 
Buffalo Outing 


BurraLo, N. Y.—Harry J. Deters, 
general chairman for the 31st annual 
outing of the Greater Buffalo Shoe Re- 
tailers Association and Affiliated Shoe 
Trades, August 14, at Walkers’ Grove, 
Williamsville, announced that over 200 
are expected and that the advance 
ticket sale has been quite heavy. 

Oliver LaReau, chairman of the prize 
committee, has received a number of 
prizes but announced that there is 
room for more. George Seiffert is co- 
chairman of the outing; Paul Davis, 
chairman of the dinner and refresh- 
ments; Robert Smith, chairman of 
sports; Carl Hoffman, in charge of the 
reception. 

Chairman Deters has received word 
that Rochester will send a big delega- 
tion to root for its ball team in the 
game between the two cities. The Buf- 
falo retailers also will take on the tra- 
velers for another game that day. 


Recovers from Accident 


BurraLo, N. Y.—Jack Jacobs, pro- 
Prietor of the Paris Footwear Shop, 
and two years ago president of the 








Greater Buffalo Shoe Retailers Asso- 
ciation, is recovering in the General 
Hospital from an operation necessitated 
by a fall in his store. Mr. Jacobs fell 
after losing his balance in stepping 
over a fitting stool, and received treat- 
ment for some time before it was found 
necessary to operate on him. He ex- 
pects soon to resume his duties. 


Seiffert Buys Schaetzer 
Store in Buffalo 


BuFFALO, N. Y.—George L. Seiffert, 
past president of the Greater Buffalo 
Shoe Retailers Association and present 
treasurer of the organization, last week 
increased the number of his stores to 
three by the purchase of the 50-year- 
old Schaetzer store at 412 Sycamore 
St. Mr. Seiffert already operates stores 
at 2894 Delaware Ave., Kenmore, and 
2167 Seneca Street. 

The Schaetzer store was owned and 
operated for many years by Joseph 
Schaetzer, widely known for his ac- 
tivities as treasurer of the Buffalo Shoe 
Retailers Association and also his in- 
terest in many other activities, inelud- 
ing the Western New York Firemen’s 
Association. His brother, John Schaet- 
zer, took over the store on the former’s 
death. The brother died recently and 
Mr. Seiffert acquired the store from 
the latter’s estate. The store made a 
specialty of corrective shoes and was 
one of the pioneer stores of the city in 
that class of trade. 


Yoder with Weyenberg 
In New York State 


BuFFALO, N. Y.—M. Yoder, who rep- 
resented the John Pilling Co., for a 
number of years, has become represen- 
tative of the Weyenberg Shoe Manu- 
facturing Co., Milwaukee, Wis., for 
New York State. Mr. Yoder has been 
a shoe traveler since 1914 and is widely 
known in the trade. He makes his 
home in Kenmore, N. Y., a suburb of 
Buffalo. 


Shoe Plant Resumes Work 


NEWBURYPORT, MaAss.—The Mayfair 
Shoe Corporation, one production unit 
of the A. S. Beck Company, New York, 
resumed work July 22. The shop, em- 
ploying about 1,000 persons has been 
idle for some time. 
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MERCHANTS’ NEEDS 








Mexican Huaraches 


4 Year-Round 
Profit-Maker 
Rapid 
Turnover 


For Sport, House, Work and General Wear 

Only Zapotec Mexican Indians weave our 
sturdy, comfortable, smart looking flat hee) 
huarache from strips of steerhide leather. Do 
not confuse this shape-holding huarache with 
similar imitations. Each pair has quaint, in- 
dividual markings. 

SIZES FOR MEN, WOMEN, AND GIRLS, 

COLOR: Natural beige steerhide. 

PRICE: $1.35 per pair net, F.O.B. Hous 
ton. Due to low price for this quality all 
orders and sample orders are cash or ©.O.D. 
Sample pairs on request. 

[ Non't Delay—Order today | 
| Due to demand production limited. 


JOSE IMPORT 


COMPANY 
P. O. Box 2201, Houston, Texas 


Tp ADVERTISING 
NOC CTL 


—here's how to get 


More Business! 


HE Vincent Edwards idea Clipping 

Service has over 2,000 satisfied users. 

Each order filled according to what 
you wont; wholesalers usually request 
best retail ads; manufacturers usually 
want ads of competitive brands. 

You will find that a study of newspaper 
ad clippings is the quickest and least ex- 
pensive way to keep in touch with what's 
going on. 

Use coupon below to learn more about 
this valuable service and the special short 
term trial offer. No obligation, of course. 

















VINCENT EDWARDS & CO. 


World's Largest Advertising Service Organization 
342 Madison Ave., New York City 


Please tell me more about your news- 
paper ad clipping service and special 
short term trial offer. 


Name .. 


Company 











Wood Heels and Ornaments 
Get Big Play in Chicago 


Cuicaco, ILL. — The carved wooden 
heels are getting a big play here. Also 
black suede for Fall with natural wood- 
en ornament such as buckles and bows 
particularly from such places as Mar- 
shall Field & Co. The latter is pro- 
moting the black suede shoes with na- 
tural wooden ornaments along with 
black suede bags with natural wood 
handles. 





